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editors LETTER 



P erhaps influenced by my nine- 
year-old twin daughters, I have 
been a fan of Taylor Swift s for 
years. As Zara Wong points 
out in her revealing interview 
with Swift on page 180 (which 
accompanies our exclusive 
shoot for Vogue Australia styled by our fashion 
director Christine Centenera and shot by 
Australian expat photographer Emma 
Summerton), 2015 is sure to go down in 
musical history as a landmark year in Swift s 
career. It will also go down as the year she 
brought her 1989 tour to Australia, the year she 
overtook Beyonce and Kim Kardashian West 
as the most followed celebrity on Instagram, 
and the year she reinvented the model music 
video. Not since the original supermodels lip- 
synced George Michaels Freedom!^ or Michael 
Jackson was directed by photographer Herb 
Ritts to grind with Naomi Campbell to his song 
In the Closet in the 1990s, have we seen so many 
runway superstars popping up in music videos. 

Taylors #girlsquad includes models-of-the- 
moment Gigi Hadid, Cara Delevingne and Karlie Kloss, all of 
whom appeared in her Bad Blood clip. Her star pulling power is 
now legendary, and special guests on her tour in the US have 
included Julia Roberts and Justin Timberlake. 

This year Vanity Fair named Swift number one on its “Powers 
that be” list, pointing out that by pulling her catalogue of work off 
Spotify last year, she used her clout to force giant companies to 
conform to her will and pay for her music. 

She was also picked up her first Emmy for “original interactive 
program” for her AMEX Unstaged: Taylor Swift Experience, 
which debuted the release of her Blank Space video last year shot 


with a 3 60 -degree camera that allowed her fans to explore the sets 
of the Joseph Kahn-directed video. And that is why I am a huge 
fan of Swift: she is not just a clever song writer, or just a talented 
musician with lots of fabulously famous friends, she’s a smart and 
considered businesswoman, too. And that is impressive. 

Thanks to Samsung Galaxy S6 edge+. Vogue will host the 20 
lucky readers who win our Golden Ticket competition to see 
Taylor Swift’s Sydney concert in our special VIP Vogue suite. You 
will And your golden ticket in this magazine. Go to www.vogue. 
com.au to register for your chance to win. 

Good luck, and I hope to see you there! 




Edwina McCann 

Editor-in-chief 
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vogue READER 



As soon as I saw the cover of October’s Vogue 
on my doorstep, I couldn’t wait to open it 
and had very high expectations for what was 
inside. Just like every other month, I was not 
disappointed. It was so vibrant and colourful, 
and had some of the best articles to date. 
Naomi Watts is beautiful and such an 
inspiring woman. Hearing her stories has 
helped motivate me to pursue my passions. 
Despite being unable to afford it whatsoever, 
Givenchy is my absolute favourite brand, 
so it was great to be able to read about the 
talented man behind it all. I will be taking this 
issue everywhere with me — definitely my new 
go-to issue for fashion inspiration! 

EMILY LEE 
Via email 

I’m currently studying engineering and am 
a massive fan of your magazine as it has helped 
me upgrade my style, attitude and who I am 
as an individual. Most of my life I’ve been 
surrounded by boys. I was raised by my father, 
grew up with brothers and engineering is 
heavily dominated by men. This challenged 
me as a female and I felt like I couldn’t be who 
I wanted to be until I picked up your magazine; 
now I feel like I’m free to express my feminine 
side. I read your monthly issues to boost my 
confidence as a woman and I’m very thankful 
for the positive influence you have on me. 
TIONNI FAMELI 
Via email 


It was eye-opening to read Wendy Nicol’s 
breast cancer story in Jody Scott’s “A family 
affair”. I didn’t realise the breast cancer gene 
could be inherited from your father’s side, nor 
did I realise it could affect men. Thank you 
Vogue for raising awareness of such an 
important issue. 

ZOE MANN 
Via email 


LETTER OF 
THE MONTH 

Thank you for including your article 
“Breaking bad” in the October issue. I have 
always appreciated your magazine not only 
for the fashion and beauty, but also for the 
high qualityjournalism and topical articles. 
Violence towards girls and women in 
Australia is, in my experience, certainly 
happening, and more often and frequently 
than many expect. During various times 
in my life since the age of 12 until now 
(I am 31), I’ve been the victim of sexual 
harassment. In all cases I was simply going 
about my daily business, either close to 
home, at school or at work. I am sure 
I’m not the only one with similar stories 
to tell. There is still much to be done in this 
country to educate and to eradicate not only 
sexual assault, but also all forms of violence 
towards one another. Thank you for 
bringing attention to this ongoing issue. 
MIA JANSEN 
Via email 



Write to us at editvogueaust@vogue.com.au or post 
a comment on our Facebook wall at www.facebook. 
com/VogueAustralia. Correspondence may be edited 
for length and clarity. The writer of the letter of 
the month wins a Holster prize pack consisting of 
the winner’s choice of Holster jellies footwear 
styles up to a total of ^500 in value. 

See www.holsterfashion.com for availability 
of your preferred styles. 


TWITTER 


©THECASSIEPIPER: Naomi Watts 
looking #fab on the cover of @vogueaustralia 
#naomiwatts #girlcrush #blondesrule 
©TFSAUSTRALIA: They managed to 
capture something very special in her face. 

@ vogue aus tr alia 

@FASHION_SPOT: Naomi Watts looks 
AMAZING on the cover of @ vogue aus tr alia 
@ITSCHONNYK: Just when you thought 
your week was starting off badly, your 
@ vogue aus tr alia arrives to replenish the hope! 


FACEBOOK 


MERRYN WILLIAMS: Gotta get!!!! 
Amazing cover. 


BROOKE HASKINS: Stunning photograph. 
ALEX VS: What a beauty! 

NADIA FLOWER: Gorgeous, those colours! 
BRIONY LARGE: Another beautiful cover 


INSTAGRAM 


@LUCIAHISCOCK: Love the cover!! 
@SUZIEWOZHERE: Very eye-catching 
cover!! 

@DAYNABRENNAN: Great styling, love 
the hair @vogueaustralia 

@BROOKE4STEPHEN: BAM! 

She looks perf! 

@_ANITAKELL: Wow ...Just wow, 8c her 
hair @ vogue aus tr alia @naomiwatts 
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Read Vogue.com. au’s 
definitive guide to Taylor 
Swift’s friendship web. 


Watch Taylor Swift answer our quick- fire questions on the set 
of her cover shoot in our exclusive behind-the-scenes video. 
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What they WORE 

See the best dressed 
women at the Spring 
Racing Carnival. 
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From heels that don't 
sink to sunglasses 
worth a selfie, we 
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race day outfit. 
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VIKI RUTSCH 

Brooklyn-based Rutsch designed the set for our 
cover shoot “She’s the one”, starting on page 
180. “Emma [Summerton, the photographer] 
was thinking of vintage wallpaper, an old diner 
table, natural light: a 70s vibe but still young 
and cool. I found the wallpaper first and the rest 
unfolded from there.” On her most memorable 
moment from the shoot: “I had asked if Emma 
wanted any small props, so Taylor would have 
something to do in the shots. She said: ‘A cup of 
tea would be nice.’ It turned out to be just the 
right touch [and] we used it in a couple of 
pictures. It’s all the little details.” 



GODFREY 

DEENY 


This Paris-based writer 
completed a world fashion tour 
of the cruise collections for 
“Around the world” on page 66 
- an amazing feat. “I was doing 
in 10 days what once took 80; 
the trip featured remarkable 
beauty.” Deeny named his 
favourite moment from the trip: 
“Hearing Tilda Swinton and 
Isabelle Huppert do a karaoke 
duet of Michelle by the Beatles. 
Nothing like seeing two great 
actresses totally in 
the zone at 2am.” 



NICHOLAS WATT 

Photographer Nicholas Watt, who describes himself as based 
between “Sydney and a suitcase”, said he was thrilled to be asked 
by Vogue to shoot Saskia Havekes for “Belle Fleur”, on page 236. 
The highlight for Watt, who also happened to photograph 
Havekes’s new book Flower Addict , was “working with the 
girls of Grandiflora and spending a few hours surrounded by 
flowers . . . and the light behaved itself”. 



RICHARD CLUNE 

Gg Australia deputy editor Richard Clune interviewed French actress 
Lea Seydoux for “Mademoiselle Bond”, starting on page 202, his first 
assignment for Vogue Australia. Clune describes the experience as 
“a most enjoyable day”, for more reasons than just the compelling 
conversation they had. “Early into the interview she fixed her gaze 
to mine, put a hand to my cheek, leant right in and gently said: 

T love the colour of your eyes.’ I dined out on the recollection that 
night among mates. And clearly I still am dining out on it.” 



SERGE 

NORMANT 

Industry veteran Serge 
Normant styled Taylor 
Swift’s hair for our cover 
shoot “She’s the one”, 
starting on page 180. “I 
have worked with Taylor 
many times. Working 
with her is great as she is 
very open to suggestion 
and very sweet,” Normant 
says. “And I love working 
with [photographer] 
Emma Summerton as she 
always puts an amazing 
team together that allows 
creativity at its best.” 
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Christopher Esher 

He is a SLOW-BURNING one-to-watch, 
and we love how he sits on the EDGE 
OE HUMBEE and exceptional. 

WORDS: ALISON VENESS STYLIST: PHILIPPA MORONEY 
PHOTOGRAPH: HUGH STEWART 
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ir^topher Esber, 
Blue Mountains. 
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E pic. High, high up in the treehouse sits Christopher Esber, 
surveying the pristine bushland below and the 
breathtaking view, way across the Blue Mountains in New 
South Wales. 

This eyrie is a metaphor for many things, a playhouse, an 
untouchable dreamland 50 metres up into the canopy, a place 
to hide, a place closer to the sky, closer to the clouds, somewhere to 
relax, to escape, to be alone. Christopher Esber has worked hard 
to get here, he deserves some solitude and to savour his journey so 
far. He has been designing his own label since 2010, and his resort 


T5/T6 collection is one of his best to date. He has momentum. 
The inspiration for his latest collection has a simplicity, it lies in 
part in Turkish towels, humble yet with an interpretation that is so 
polished - there is an honesty, an organic quality to the cream and 
blue, and the scarf prints are very clever. 

He has won many prizes in his relatively short career. The Italians 
love him, we think as much for his darkness as his light tailoring 
and new youthful elegance. He is a bit of a dark horse really, darkly 
good-looking and upon first appearances, quiet, but this should 
not deceive since he is rather naughty and wickedly funny. ■ 
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You make 
me feel 

The LOOKS we fell for from 
the RESORT SHOWS. 

Some may wax lyrical about fashion as an 
art form, but let s get back to basics, to 
those things that make us want to walk out 
the door and into stores (or to click on 
our internet devices) so we might fill our 
wardrobes with the new, the exciting, the 
buy-me-wear-me-now pieces. Now read on 
and try to suspend your scepticism when it 
comes to some of the more challenging- 
sounding trends: fur in summer? Western 
without looking like you’re dressing in 
costume? Adjust your eyes, tweak your 
tastes and spritz your current wardrobe 
offerings - you’ll thank us later. 





Macgraw top, 
$395, and 
shorts, $290. 


HOWTO WEAR THE LOOK 


Isabel Marant belt, $150, from 
www.Net-A-Porter.com. 


^ vosueVIEW 


Christian 
Dior shirt, 
$1,550. 


Equipment 


pyjama set 


$680. 


Set and match in almost-sleepwear that 
dreamily takes to the streets. 


Imagine this: waking up in your bed, arising, throwing 
on a pair of block heels or loafers (something heavier 
on the foot) and perhaps shrugging over your shoulders 
a silk trench coat, or maybe contrasting your pyjamas 
with a leather biker - as seen at Bally. Top-and-bottom 
matched dressing is taken to the extreme in printed 
silks with piped edging, or fresh and prettily striped 
and ruffled Macgraw. It s a beguiling scene. 
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Dolce & 
Gabbana 
sunglasses, 
$340. 


Emilio Pucci belt, $620. 


Aquazzura 
shoes, $580, 
from WWW. 
Net- A- Porter. 


Chanel 

brooch, 

^900. 


Bulgari 

necklace, 

$25,400. 


com. 


Dolce & Gabbana 
bag, $10,500. 


Tai^o to a Latin beat in lace, 
ruffles and bold blood red. 

There’s a visual romance to Spain: cascading 
ruffles on flamenco dresses, flery reds, or box 
shoulders and curlicue trims of matador 
jackets - look, there they are at Gucci and 
Francesco Scognamiglio. But away from the 
usual tropes, there’s Cristobal Balenciaga, 
who in his reign looked to Velazquez’s royal 
paintings of women dressed in wide panniers 
to inspire his Infanta dresses. The drama of 
the silhouettes made an impression on the 
Spanish designer and has been revived time 
and time again from Proenza Schouler to 
the dark romantics at Alexander McQueen. 
Returning to Velazquez’s documentations of 
courtly life, we And intense decorated fabrics 
worn with gold jewellery and studded with 
jewels - today interpreted in costume form by 
Dolce & Gabbana and in swathes of black 
lace from Alberta Ferretti and Lover. 


Spanish 

dancer 

Carmen 

Amaya. 


Alberta Ferretti 
top, $1,265. 


Saint Laurent 
scarf, $315, 
from WWW. 
luisaviaroma. 
com. 


THE EMBROIDERED 
BOMBER 

This trend has been creeping up steadily 
so by the time you’re flicking through the 
pages of Vogue it will be well within the 
inventories of your more frequented stores. 
If you’re uncertain of this more bohemian, 
eclectic spirit that’s permeating fashion 
currently, allow this trend to introduce 
a little individualism in your repertoire. 
And what keeps this looking from a bit of 
a slapdash-hippy- dippy cover-up are the 
hallmarks of sportiness (even if you haven’t 
ever set foot in a gym, let’s just pretend) 
like striped ribbed edging or contrast 
panelling. Zip up and go. 


Dolce & 
Gabbana 
shoes, j 
$1,900. 


Dolce & 
Gabbana 
earrings, 
P.O.A. 


INSTANT 

UPDATE 
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A poster for 
the 1970 
documentary 
Woodstock. 


Louis Vuitton 

brooch, 

$1,030. 


Jonathan 
Saunders 
top, $1,285. 


ICream's 
p/sroe/; Gears 
from 1967. , 


Christian 
Dior bag, 
$8,600. 




Charlotte Chesnais 
cuff, $3,070, from 
WWW. matches 
fashion.com 


Strateas Carlucci jacket, 
$,1,350, and pants, $750. 


of 

the pops 

How to trip through the decades 
of decadence without feeling retro. 

After the modish 60s and hazy early-70s, 
next up - because fashion works in waves - is 
the psychedelic pop prints that straddled the 
two decades. In 1964 the term op art was 
coined, its influence resonating on Miu Miu s 
wallpaper-print dresses and Giambattista 
Valli s separates. The latter part of the 70s was 
the golden age of Missoni and Pucci, with 
their distinctive takes on acid-sharp hues - so 
popular, in fact, that Pucci lent its prints to 
rugs and cars. Vintage is having a moment, we 
promise, but what makes this work in 2015 
and beyond is the approach. It requires an 
"off-ness" in execution: mismatch the prints 
as at Marni, veer away from recognisable 
silhouettes of the era like Dior, where bright 
hues were splashed across pleated flippy skirts 
and structured ladylike handbags. 


Sophia 
Webster 
shoes, $790, 
from WWW. 

Net-A- 

Porter.com. 


THE BOLD AND THE BEAUTIFUL: Stripes? For resort? Perhaps not the most groundbreaking trend ever, but hear us out - this time 
it’s different, really. Zoomed in and in punchy colours. We’re looking to Miu Miu’s energetic high jinks here. Think less nautical, more Paul Klee. 
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Silver 

Plume 

earrings, 

$2,500. 


Louis 

LVuitton 


SUMMER FUR 

If there’s one thing that the resort 
season reminds us of it’s the 
upside-down seasonality of it all. 
Technically it hits stores from 
November - it’s cooling down in 
the northern hemisphere, heating 
up Down Under - as a precursor 
to the spring/summer season. 
Confused? We don’t blame you. 
In this context, summer fur - from 
faux at It-Brit label Shrimps, to 
heritage furriers at Fendi - does 
have a place after all. 


Toga boots, 
$575, from 
www.farfetch. 

^1 


Fendi bag 
charm, 
$1,260. 


Red 

Valentino 
top, P.O.A. 


See By Chloe boots, 
$755, from www. 
Net-A-Porter.com. 


Givenchy by Riccardo 
Tisci belt, P.O.A. 


Just a little bit country: the 
new cowgirl is more moderate. 

Okay, Ave knoAV you’re looking at this 
heading Avith mild alarm, but bear Avith 
us. This is not the Western costume as yoi 
knoAv it. Promise. The slightly mad Avorld 
of fashion has done Avhat it does best by 
taking Avhat Ave’ve least expected to be 
20 15 -appropriate - out- on-t he -frontier 
suede, fringing and contrast yokes - but 
making the look modern enough that 
a sartorial sleight of hand addition of a 
Western-style belt is enough to up your 
OAvn cool factor. We all knoAV that trends 
come and go, and, frankly, Ave’re after 
something Avith a bit more flair and 
function - after all, those sturdy denim 
pieces Avere chosen for their utility, not 
just their good looks. 


Rupert Sanderson 
shoes, $1,180, from 
www.stylebop.com. 
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NEWYORK CITY 


Around 


the world 


An international FASHION 
critic embarks on a tour 
deforce for this years 
ULTIMATE champame- 
fuelleck star-studdea, 
glamour-filled resort season. 

WORDS: GODFREY DEENY 


Palais Bulles, the set of 
Christian Dior’s resort show 




At the Chanel resort show 
in Dongdaemun Design Plaza. 
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F ashion is all about major moments 
of chic, the thrill of the new and 
the search for fresh, beautiful 
vistas. Though my favourite buzz 
on the peripatetic voyage that is fashion is 
a simple one: endorphins. 

I managed to pack in plenty of them in 
May and June during a world tour of resort 
collections. My global trip began with 
Chanel in Korea, moved to a Louis Vuitton 
show at Bob Hope s estate in Palm Springs, 
followed by Pierre Cardin s Cannes Palais 
Bulles villa for Christian Dior then 
continued to New York for Gucci and 
Victoria Beckham, before finally concluding 
in the UK with Jonathan Anderson’s 
intimate show. In every city the fashion 
pack managed to fit in some euphoric 
post-midnight entertainment. For me, this 
included singing karaoke with Tilda 
Swinton and Isabelle Huppert in a bar in 
Seoul, and dancing with my favourite 
It gal, blogger Helena Bordon, in a former 
Rat Pack bar in Palm Springs. 

I can think of few jobs where one travels 
as much as a fashion editor- at-large. En 
route, I caught up with my good friend 
Daniela Falcao over lunch at art gallery 
Fondation Maeght, located above the Cote 
d’Azur with remarkable in-situ 
installations by Miro, Picasso and Calder. 

“How do you survive this resort 
marathon?” Falcao asked me. What follows 
is my explanation of how I made it through 
international time zones, long-haul flights, 
interviews with designers, after-midnight 
deadlines, numerous formal dinners and 
after-parties and a great deal of champagne. 
In short, surviving all this was a balance of 
art, culture, exercise, fine dining, quality 
pampering and, of course, those 
endorphins. That said, a bit of daily sport 
never hurts either - provided the term 
“sport” is of flexible definition: like Dior’s 
morning boules competition in St Paul de 
Vence, the hilltop town above Cannes. 
Here, waiters ferried lemonade and glasses 
of pastis as scores of beauties, Lucie de la 
Falaise, Aymeline Valade and Princess 
Elisabeth von Thurn und Taxis among 
them, nonchalantly tossed their boules. 
Sounds a tad lazy? True. 

SEOUL 

But sport did play a part on day one on the 
road when I started the day with a morning 
swim, the first of many during my trip and 
the best cure for jet lag ... or a hangover. 
On Sunday, May 3, on the 12th floor of the 
Conrad Seoul hotel, 20 pre-breakfast laps 
in the pool were followed with a steam 


room and sauna session and dips in two 
tubs - one so cold I nearly froze to death, 
the other as so hot I ended up lobster-red. 
And while I could have done with a Sunday 
siesta, I still felt supercharged for my 
audience with Karl Lagerfeld that evening. 
“Everyone has been inspired by Japan and 
China for years, today it’s Korea’s turn,” 
enthused Lagerfeld, as he entertained a 
gang of editors in an “accessorisation”, his 
final personal edit of Chanel resort 2015. 

The next evening, Kristen Stewart and 
Gisele Biindchen sat with local K-pop stars 
such as G-Dragon and Taeyang in Zaha 
Hadid’s high-tech DDP convention centre. 

Although he hadn’t visited Korea before, 
the colour palette of Lagerfeld’s collection 
uncannily resembled the playful sugar 
pinks, peppermints and soft oranges seen 
in the city’s friezes and in the uniforms for 
Seoul’s national sport - baseball. 

“I’m loving Korean script’s strangeness 
and its chic proportions,” said Lagerfeld. 
Patent leather shoes with art deco soles and 
indented heels were in synch with the 
Korean typography. 

Later that night we partied with Stewart, 
dozens of models and Chanel mix-meister 
Michel Gaubert in gay/transgender bar 
Trance. Enter the era of Karl Pop. 

PALM SPRINGS 

Our 14-hour flight from Seoul left on 
Tuesday morning, crossing the international 
date line to touch down in LA at 10am. By 
mid-afternoon I was happily doing laps in 
one of three pools at the Palm Spring’s 
Avalon Hotel beneath the massive palm 
trees and looming Santa Rosa Mountains. 

After dinner, I rounded up a posse that 
included Vogue India editor. Bandana 
Tewari, Belgium beauty Sofie Valkiers, a 
trio of French fashionistas and my Brazilian 
stars, the ever-cool Monica Mendes, 
Patricia Romano and Helena Bordon. We 
first took over Melvyn’s, Sinatra’s old 
hangout, dancing in the mirrored ballroom 
to a jazz pianist’s renditions of My Way and 
Strangers in the Night. Next, we segued into 
the Grand Canyon Roadhouse, a cool 
Western bar, where Stephane Faugere and 
Frank Perrin staged a fashion shoot on the 
pool tables with our lovelies. I took over 
the vocals with the local rock band Braun 
Fraulein in a roaring version of Billy 
Idol’s White Wedding., Bordon dancing on 
the bandstand. 

Fashion often provides a great 
architectural education. Case in point, the 
Louis Vuitton resort show held at the 
massive Bob Hope mansion: a concrete 


spaceship-meets-mini-volcano with 
enormous cooper-trimmed oculus 
overlooking Coachella valley (it’s on the 
market for US$25 million). Selena Gomez 
and Kanye West sat opposite Charlotte 
Gainsbourg and Michelle Williams - and 
Catherine Deneuve drove American 
security mad by smoking inside the villa. 

The collection included shoulders 
trimmed with sci-fi mini capes in metal 
sequins or leather, and inter-galactic space- 
age mini flight jackets in bold green leather, 
smoky blue nylon or silvery crocodile. 

“It’s many California accents. A 
community of women living here in the 
dessert,” stated Louis Vuitton’s creative 
director Nicolas Ghesquiere. To celebrate 
the event, a mega fete with LVMH boss 
Bernard Arnault. Dinner was held in the 
fabulous gardens of the Parker hotel, with 
a playful Arnault enjoying a Vuitton fun 
fair, with LV-logo bumper cars and DJ 
Grimes waxing the stacks mightily. 

Though dutifully, I did leave the party 
early, writing until Sam to meet a deadline. 
Still, Palm Springs mixed culture and 
exercise: a private tour of the Palm Springs 
Art Museum and a 90 -minute hike up 
Palm Canyon. 

CANNES 

An Air Tahiti LAX to Paris flight, a 
connection to Nice, a great seventh-floor 
terrace room in the Majestic Hotel and 
a long dip in pool set me up for dinner. The 
best meal of resort was enjoying 
bouillabaisse a Vhomard in Tetou, the 
classic restaurant west of Cap d’Antibes. 
A culinary resort note: my typical fashion- 
tour breakfast is two cappuccinos. Lunch 
should be protein and salad with one glass 
of wine and lots of water. I like to eat well 
at dinner. It encourages you to work off the 
meal by going out dancing . . . 

Monday evening. May 11: a slanting 
sunset illuminated the Palais Bulles and 
Raf Simons’s earthy and arty resort 
acknowledged Monsieur Dior’s love of 
the Cote d’Azur, even as the designer 
deconstructed this fabulous coast’s fine art, 
ruggedness and jet-set history. 

Evoking Matisse, Simons cleverly 
staggered scraps of nightclub-like 
materials, such as shiny Lurex, in 
assemblages that suggested dreamy 
sunsets. Where Chanel and Vuitton took 
resort on to dry land in Seoul and Palm 
Springs, Dior respected the traditional 
concept of resort as a sea voyage. 

Writing in the limousine back to Cannes 
and later on my terrace, I filed my story ► 
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Kettle’s Yard house and gallery 
in Cambridge was the venue 
for J.W. Anderson’s resort show. 


at midnight then headed to Dior’s dance 
party in Silencio where Zoe Kravitz DJed 
and Simons boogied down with Hungarian 
supermodel Kinga Rajzak. 

NEW YORK CITY 

My tour (almost) ended with a morning 
swim off Cannes beach, as crews were 
setting up for the Film Festival. But the 
worldwide resort wasn’t quite over for 
another year . . . We all met again on June 4 
in New York City for Alessandro Michele’s 
debut show for Gucci resort. (Very much a 
professional event compared to all the 
razzamatazz of the previous month’s mega 
resort shows.) This felt like a work 
in progress; a very put together collection 
and a consummately 
staged show. 

Wilfully eccentric, 
often wacky, yet rich in 
modern romantic chic, 
the debut resort 
collection for Gucci by 
Alessandro Michele 
should, finally, kill any 
doubts that this designer 
can guide the Florentine 
house. It also confirmed 
that his singular vision 
should be highly infiuential in fashion over 
the rest of this decade. Staged in a Chelsea 
art gallery, the models marched across the 
street from the DI A Art Foundation onto a 
catwalk of Turkish carpets. Aristocratic yet 
edgy. Attired in lace, bedecked in jewels, 
their necks finished with fabric fiowers, the 
cast seemed like Roman contessas set loose 
in a London nightclub or Paris salon. 
But nerdy noble women, since more than 
a dozen models wore spectacles. 

‘T want to inject beauty back into 
fashion,” Michele said backstage with a 
smile, his neck, wrists and fingers covered 
in scores bracelets, rings, pendants and 
charms. In a super-telegraphed message. 


Michele used an evocative fioral toile de 
jouy on his invitation, show seats, several 
looks and even for shoe boxes. 

The show was also a timely reminder of 
the growing importance of resort in 
fashion; a collection slated to enter 
boutiques this November and stay until 
June. Clothes addressed the global elite, 
our modern leisure class, by providing 
a wide range of looks suitable for occasions 
from Christmas drinks parties to New 
Years Eve terrace celebrations in southern 
climes with richly embroidered furs for 
winter, and cocktail dresses for early spring 
fetes. That’s why this week in New York is 
crammed with resort presentations and 
why global brands fiy hundreds of editors, 
clients and celebrities to 
resort shows all over 
the world. Resort is, 
quite simply, very big 
business and a 
trendsetter to what 
women in all continents 
will be wearing in six 
months’ time. 

I even found time to 
drop in on Victoria 
Beckham for her resort 
debut. “Everything is 
light, easy to wear and comfortable. I think 
it’s important to buy clothes when you 
can wear them. Like in November, when 
this collection drops in boutiques,” 
explained Beckham. 

Hence, the lightweight coats, either 
suavely cut asymmetrical versions finished 
with large off-set horn buttons, or military- 
like double-breasted looks; nattily askew 
tunics; ladylike lace dresses or fine-knit tops 
and skirts cut with chess piece silhouettes. 

“Now that’s something you could wear to 
dinner on a cruise liner,” says Beckham of 
a slinky black-sequined column cut with a 
shirt top. Though she did confess: “I have 
four children, so I don’t know if I’d feel 


I LIKE TO 
EAT WELL AT 
DINNER. IT 
ENCOURAGES 
YOU TO WORK 
OFF THE MEAL 
BY GOING 
OUT DANCING 


comfortable taking a cruise. La Posh, 
incidentally, looked taut and tanned after 
husband David’s 40th birthday bash in 
May with Liv Tyler and Eva Longoria, 
which was held on dry land in Marrakech. 

CAMBRIDGE 

Just when I though my travels were over, 
Jonathan Anderson summoned a select few 
of editors for a moment of grace at the 
debut resort presentation of J.W. Anderson. 

His charming haven was Kettle’s Yard, 
a celebrated yet obscure museum-meets- 
gallery in the university city of Cambridge. 
The collection was unveiled without music, 
on a cast of just five parading almost primly 
across the brown brick floors before barely 
a dozen editors; light years away from the 
massive shows of Anderson’s LVMH 
cousins Dior and Vuitton. 

Though small-scale, Anderson’s ideas 
sparkled with energy. Denim and leather 
tops cut out like Restoration bustiers; 
bravura bold-stripe knit dresses with mega 
elbow holes or raglan-sleeve bomber 
jackets; boots finished with ruffies in 
metallic gold or silver; brooches dangling 
mini spanners and wrenches; wonderful 
all-leather bags, handles either folded like 
bow ties or angular and industrial, were 
perched on Windsor chairs and a piano. 
All added to a sense of offbeat charisma. 

Downplaying the moment, the young 
Irish designer smiled. “I don’t think that 
fashion can be art,” he said. “Clothing in 
our society has been pushed into a position 
where it is disposable.” 

While in no way a literal reference to the 
location, Anderson’s very charming multi- 
hued polka-dot cocktails and dense fioral 
tops or post-constructivist knits were very 
much in synch with the mood of Kettle’s 
Yard. Built in four old country cottages, 
the gallery is an open house for local 
students and contains the idiosyncratic 
collection of Jim Ede. A one-time curator 
at the Tate Gallery and survivor of World 
War I, Ede ended up being the owner of a 
brilliant collection of sculptures by Henri 
Gaudier-Brzeska, who died in the trenches 
in 1915 at just 23 years of age. Plus, the 
house’s mix of Vorticist art, unusual objet 
d'art^ atypical sketches and art by the likes 
of Henry Moore and Constantin Brancusi, 
all made for a moment of fashion grace. 
The setting was a further reminder as to 
why scores of designers worldwide are 
finding inspiration from unique locales in 
resort - the collection created specifically 
for women who want to travel. ■ 
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Skin Renewal Booster 


INNOVATION 




Proof... not Promises'" 

95% of women agree that 
SUPERSTART boosts the effectiveness 
of their skincare products.* 

on a US htome use oonstjrner lest on woman 
aiged 2&-5!9 sttsf B wseke.. S2015 E&zabgfJn Anisri, Inc. 


ARDEN 

ACTIVE 

SKINCARE 

REPAIR 

TRANSFORM 

OPTIMISE 


I 

Boost your skin’s natural defenses. Boost your skin's ability to renew. 
Boost the results of your skincare products. 


Developed by Arden Active Skincare, SUPERSTART SKIN RENEWAL BOOSTER helps restore the healthy look 
of skin's surface layer, fortifying its natural ability to repair and renew. Used before a serum or moisturiser. it boosts 
the results of your skincare products. Your skin is beautiful, resilient and refreshed, ready to face the day. 
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Ashley Hart 

Model, Yoga Teacher 
& Swisse Ambassador 
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FREE TRIAL OFFER 


Enjoy a 30-day free trial on the App Store* 



INTERACTIVE 
iPad EDITION 


Get even closer to Vogue with extended content, 
Retina display images, video and behind-the-scenes 
content from the features and fashion you love. 


V AppStore 


Apple, the Apple logo and iPad are trademarks of Apple Inc., registered in the US and other countries. App Store is a service mark of Apple Inc 
Free trial offer only available on the App Store. Paid subscription commences at conclusion of free trial period. Free trial is for new digital customers only. 
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EDITOR: MONIQUE SANTOS 



its UTi'lclALLY open season 
for spring racing. Dress up and 
head out in WINNING form 
in the seasons most elegant 
dresses and enticing extras. 


Christian Dior 
bag, $7,900. 




OSCAR DE LA RENTA A/W ’ 1 5/’ 1 6 


^v^i^ECIAL 



Set a CRACKING pace in the finest racewear 


spring 

has to offer. With traekside looks to suitALL sartorial 
persuasions, the STYLE odds are stacking up just right, 


Embrace the ritualistic approach to getting 
dressed that only a day at the races affords, 
Experiment with different style speeds, 
but keep it monochrome for Derby Day. 
Black, white and elegant all over 


Altuzarra 
top, $3,475. 


Calvin Klein 
jacket, $215, 
and dress, 
$165. 


Rupert 

Sanderson 

shoes, 

P.O.A. 


Bionda Castana 
shoes, $1,065. 


Veronika 
Maine dress, 
$290. 


Chanel bracelet, $2,690, 
from the Chanel boutiques. 


Longines watch, 
$4,750. 


Audrey Hepburn 
in a promotional 
shot for 

Breakfast at i 
Tiffany’s, 1961. J 


Michael 

Kors 

dress, 

$8,680. 


Bobbi Brown 
Smokey Eye 
Kajal Liner 
in Noir, $37. 


FEMININE 


CLASSIC 

LADY 


Estee Lauder Pure 
Color Envy Matte 
Sculpting Lipstick in 
Decisive Poppy, $50. 
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Ryan Storer 
earrings, $340. 


RMS Beauty 
Living Luminizer, 
$50. 


Nerida Winter 
headband, $295. 


fScanlan 
Theodore 
shoes, $600. 



Paspaley ring 
$2,280. 




Viktoria Novak 
headpiece, $770 




Eugenia Ki 
headband, 
$275. 


Valentino dress, 
$4,685, from ww 
matchesfashion.c 


O.P.I Nail 
Lacquer 
in Sweet 
Heart, $20. 



Louis Vuitton 
pins, $300. 


^osantica 
pins. $95, 
from WWW. 
Net- A- ^ 
Porter, 
com. 


Thurley 

headpiece, $380. 


^ Oscar de la Renta 
V headband, $410, from 
f www.Net-A-Porter.com. 


Samantha Wills 
headband, $380. 


i Maison - 
Michel 
hair comb, 
$435. 


TROPHY PIECES: BREAK WITH TRADITION 


IN GLIMMERING TREASURES DOTTED 


HAPHAZARDLYTHROUGH HAIR. 


Hatmaker 
X Sarah & 





c 
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vogue Special 


Up your track record for the race 
that stops the nation in clever colour 
play. But which mood will you place 
bets on? Eccentric eclectic or 
hopeless romantic? 


Suzy O’Rourke 
headband, $390. 


Maison Michel 

headband, 

$600. 


Bottega 

Veneta 

dress, 

$13,535. 


Longines 

watch, 

$7,275. 


Dolce & 1 

Gabbana 
shoes, $2,250. 


y Bottega..^ ' 

■ * Veneta bag, 
. $I,78Q. S 


Essie Nail Polish 
in Turquoise j 
& Caicos, $17^ 


Viktoria 

Novak 

headband, 

$440. 


Ole 

Lynggaard 

earrings, 

P.O.A. 


Marni earrings, 
$705, from www. 
Net-A-Porter.com. 


Vintage 

headband, $900, 
from Cara Mia 
Vintage. 


ECLECTIC 

LADY 
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SPRING RACING 2015 



DAVID JONES 


DAV1676_VA 



vogue Special 


Dolce & Gabbana 
bag, P.O.A. 


Thomas Sabo 
ring, $170. 


Longiies 
watch, $1,175, 


Hatmaker 
hat, $1,090. 


Thurley 
dress, $600. 


Alinka 
earrings, ■ 
$11,800, 
for a pair. 


Make like Grace Kelly attending 
a royal engagement and slip 
into a ladylike tea dress with 
delicate extras. Petal-pinks and 
bruised-peach keep with the 
dress code: below the knee 
is the hem-grazing hot spot. 


Gucci bag, 
$2,385. 


Bionda 
Castana 
shoes, P.O.A. 


Philip Treacy hat, ^ 
$ 1 ,965, from www.^ 
^Net-A-Porter.com.^ 


Prison Mich^^ 
headband, $905. 


Chanel bracelet, 
$1,680, from the 
Chanel boutiques. 


Louis Vuitton 
dress, $9,200. 


FLORALTHROUGH 

DISTORTED OR^ 
BURSTING FRO^ 
A DRESS IN 3D^ 
THERE’S A FUilM 

CHmsTPRO^^ 
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Eugenia 
Kim hat, 
$275. 


Swarovski 
ring, $150. 


Bianca Spender 
dress, $745. 1 

■ 


Eugenia Kim 
hat, $530, 
available at 
Myer. 


Maison Francis Kurkdjian 
Aqua Vitae Forte EDP, 
70ml for $272. 


Rochas 
shoes, $600. 


I Racewear’s most relaxed 
iteration, Sun-bleached cottons 
are offset with accessories in the 
lightest colourwashes, Prairie- 
style pales coupled with straw 
toppers are made for catching 
some spring rays. 


Hatmaker 
hat, $690. 


Lover 

dress, 

$695. 


Seiko 

watch, 

$750. 


Eugenia Kim 
hat, $695. 


Bionda Castana 
shoes, $1,130. 


Zimmermann 
dress, $1,250. 


Chloe bag, 
$3,515. 



■i 
■ # 


- 


■ t 
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Fine form 


Who better to ENLIST than those who 
are old hat at dressing for arenas steeped 
in tradition and RITUAL? Here, a race- 
goers’ guide to refining trackside dressing. 


WORDS; ALICE BIRRELL 


X “There needs to be some moments 
in an outfit to breathe. If the dress 
is standout, then the hair, make-up and 
millinery should be pared back.” 

- Edwina Robinson, designer, Aje 

2 “I think the first thing is not to be 
too fashionable (trends can wait for 
another day), or fuss too much over your 
outfit. People spend so long worrying 


about what to wear they lose sight of the 
enjoyment factor. It should be fun.” 

- Martha Ward, freelance fashion editor 
and regular Ascot race-goer 

3 “Look for a dress or outfit that you’d 
love to wear to a beautiful dinner or 
an intimate wedding. Don’t get too caught 
up with fitting into the races per se!' 

- Mary Lou Ryan, cofounder, Bassike 


Three golden rules to live by: 



HAT TRICKS: 


Top tips for outfit toppers. 


“Take into consideration seasonal trends 
alongside timeless classics; mix modern 
textures with classic cuts.” 

- JESINTA CAMPBELL, MODEL 
AND PRESENTER 


“I prefer to stick to a dressier version of 
what I wear in my everyday life, accessorising 
with a cute headband or a hair ribbon.” 

- PHOEBE TONKIN, ACTRESS 


“Be open to trying different styles and 
shapes until you find the one that makes 
you feel amazing.” 

- NERIDA WINTER, MILLINER 


“Less is more. Choose a headpiece that 
you would wear to any event.” 
-ALICE McCALL, DESIGNER 



Julia Roberts anl 
Richard Gere il 
Pretty Womarn 


RACING MUSES 

PAST VERSUS PRESENT 


“Anna Karenina.” — 
Karen Walker, designer 

“Julia Roberts in 
Pretty Woman S 
- Edwina Robinson 

“Audrey Hepburn as 
Eliza Doolittle in 
My Fair Lady in a 
sensational white lace 
robe.” - Martha Ward 


“Olivia Palermo.” 

- Jacky Yencken, 
co-owner and buyer, 
Belinda and The 
Corner Shop 

“Kate Waterhouse.” 

- designers Yeojin Bae 
and Jamie Ashkar 

“Gigi Hadid.” 

- Alex Perry, designer 



Olivia 

alermo 



Eugenia Kim’s guide 
to moosing a hat 

Bright young nnilliner and new 
addition to the Myer stable of 
brands, Eugenia Kim, walks us 
through choosing that most 
important of pieces: the hat 

1. “It’s best to find one that suits your 
face shape and your height. For instance, 
round crowns soften angular faces; 
fedora crowns add angles to round faces.” 

2. “In general, I prefer hats that are 
clean and simple and not fussy. Almost 
everyone, in my opinion, should avoid 
a hat with a lot of bells and whistles.” 

3. “One should choose a hat that they 
can imagine wearing often. A hat is 

a very individual choice and should 
reflect the personality of the wearer.” 
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HI-DEF 

GEL 

SHINE 

WITHOUT 

THE 

LIGHT 


FNFINI 

SHINE 


NEW 

INFINITE SHINE 

Gel Effects 
Lacquer System 

3 STEP GEL MANICURE: 

PRIME. LACQUER. GLOSS 


Shine lasts until you laKe ii ott 

• Wears up to 1 0 days • No light needed 

• Removes with regular nail polish remover 


Available in 18 vibrant shades. 


V •••••••• 


©opiaustralia #OPIInfiniteShine 


Available exclusively at select salons, 

DAVID JONES & MVER 
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Viktoria Novak 
headpiece, 
$1,100, from 
a selection 
at Myer. 


“If you’re wearing something 
beautiful and flowy a really 
gorgeous floral headpiece would 
work really well. [Try] Nerida 
Winter or Viktoria Novak. 
Their stuff is gorgeous.” 


ANNA BAMFORD’S 
EDIT 

As the Sydney Spring Racing Carnival 
ambassador for 2015, actress Anna 
Bamford knows how to do good race 
attire. She shares with Vogue what 
she’ll be wearing this spring season 
delineates the details of the moment. 


,o 






I love that 70s 
vibe that’s 
coming through 
at the moment; 
flowy with flares 
on the sleeves, 
and lace.” 


“I’m not too big on wearing huge 
pieces [hats]; I think something 
subtle that works in well with 
your dress and shoes.” 


“Thicker heels are really in 
with that 70s look; a thick 
heel and a little ankle strap. 
I think they’re gorgeous. A 
closed-toe shoe is also good 
for the races.” 


Sydney Spring Carnival runs across both Royal Randwick and Rosehill Gardens 
from September 12 to November 3. For tickets^ go to www.theraces.com.au. 



‘T really love Giambattista Valli - 1 get 
the wow’ factor of it. [Also] Rosie 
Assoulin where it’s structural and 
dramatic.” - HOLLY RUSSELL, 
SENIOR BUYER, NET-A-PORTER 

“Aje have been very clever in designing 
pieces that are feminine, chic and easy to 
wear.” - RACHAEL FINCH, MYER 
AMBASSADOR 

“Emilia Wickstead or Oscar de la Renta.” 
-MARTHA WARD 



THE CASE 
FOR LONG 
HEMLINES 


loo orten you see 
women wearing j 
dresses that are 
too short or too 1 
tight to the races.--' 
Just below the 
knee is a perfect 
hem length.” 

- Sophie Clark, 
general manager = 
womenswear, 
David Jones 



race shoe comes m many guises, but remember to prioritise 
comfort. Start low and work your way up to as high as you know you 
can manage while still feeling comfortable ... as Bee & Bridge designers 
Becky Cooper and Bridget Yorston know: “It’s never really appropriate to 
remove your shoes, so choose your footwear wisely!” 
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VOGUEPROMOTION 


Right on 
TRACK 

Margaret Zhang and Matt Martino are 
joining forees to ereate the ultimate 
Melbourne Cup marquee for Swisse. 

W hen it comes to A-list fashion destinations, 

London, Paris and Rome are the usual suspects, 
but at this time of year there’s only one place 
to be seen - the iconic Birdcage at Melbourne’s 
Flemington Racecourse. During the Melbourne Cup Carnival, the 
enclosure is home to a range of marquees, each one vying to be 
the biggest, best designed and with the brightest stars in attendance. 
Swisse, a health and wellness company that has a philosophy 
of helping people celebrate life every day, has commissioned 
Victoria-based designer Matt Martino and photographer and 
stylist Margaret Zhang (pictured right) to collaborate on this year’s 
Swisse marquee. Here, Zhang interviews Martino about the design 
of the marquee - and why he believes their collaboration is a winner. 

Margaret Zhang: “How long you have been designing interiors?” 

Matt Martino: “I’ve been designing interiors professionally for 
more than 20 years now. I am really passionate about creating 
spaces that people soak up, react to, experience and enjoy ... if [the 
space] does not evoke some sense of wonder, I have not done my job.” 
MZ: “Tell me about this year's marquee concept” 

MM: “The theme is provided by Swisse and this year it’s ‘China’, 
to celebrate Swisse’s success in the Asian region and its intention to 
grow the business through China. One of the key design elements 
is taking the idea of the iconic red Chinese birdcage and making it 
the main element of the design ... a birdcage in the Birdcage may 
be a first! There are many other elements inspired by China, 
including a diverse mixture of textures, colour and wallpaper.” 

MZ: “Let's talk about what we're working on together” 

MM: “Our collaboration has pushed me as a designer to develop 
ways we can bring fashion and photography into the design concept 
in clever, interesting ways. Your photographs are an integral part 
of the design, not just for decoration. It’s been inspiring to work 
alongside another creative and truly collaborate across the project.” 
MZ: “What's the importance of the Birdcage marquees?” 

MM: “They’re the most exclusive places to be seen on each day of 
the carnival. Every year they seem to be more innovative and elaborate 
and continue to push the creative boundaries. I believe the Birdcage 
marquee really does showcase a company and all they stand for.” 


Swisse 


For more details, visit 
WWW, swisse, com/au. 


“THIS HAS PUSHED 
ME AS A DESIGNER TO 
DEVEEOP WAYS WE CAN 
BRING EASHION AND 
PHOTOGRAPHY INTO 
THE DESIGN CONCEPT” 

MATT MARTINO, 

DESIGNER 
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Photographer, 
stylist and writer 
Margaret Zhang 
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Resistance 
is futile 

Gucci cruised into New 
York City with its resort 
2016 collection and it 
was another fashion 
throw of the dice from 
ALESSANDRO MICHELE. 
And it was exciting. 

WORDS: ALISON VENESS 
PHOTOGRAPHS: MARK LEIBOWITZ 


Full gleam ahead: 
Gucci resort 2016. 
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A nticipation. God, it s a thing. 

Its the second official outing 
for Alessandro Michele at 
Gucci. Which is like a second 
book eagerly anticipated when the first one 
was an unexpected bestseller. Micheles 
bestseller - autumn/winter ’15/’16 - was a 
pure 360-degrees for the house. Which 
rarely happens in a world tempered by 
marketing evolution and fearful CFOs. 
But there is a new CEO too, Marco 
Bizzarri. All up, that birthing moment 
was a blinder, spawning a new fashion 
princeling, and a fashion moment which 
said: “There is hope for us all. And there 
can be softness where there was sex and 
there can be ambiguity where there was 
only femininity and masculinity.” We like, 
a lot; we can work with this. 

And so in the spirit of fresh beginnings, 
the resort 2016 show isn’t in Milan: we are in 


New York. And the show will not be staged 
at twilight, the Gucci hour, and the bitter 
chocolate and gold livery is all gone, gone 
girl. Instead there is a bee on the invitation, 
chintz paper and a posy of flowers. 

After the architecturally epic Palm 
Springs Louis Vuitton resort saga, staged 
at the John Lautner-designed Bob and 
Dolores Hope Estate house, and the 
Chanel resort train to Seoul that alighted 
at the Zaha Hadid-designed Dongdaemun 
Design Plaza, both preceding this 
moment, the fashion voyager is really 
expecting Gucci to have upped the ante on 
architecture. Of course, Frank Gehry will 
have built a secret Gucci bunker in New 
York just for this moment . . . 

And so on first appearances, always 
deceptive, the 541 West 22nd Street address 
- an un-epic warehouse space with Persian 
rugs and little chairs - is far from Gehry 


meets Gucci. More humble, it just is. That 
is until the show begins, and the steel roller 
doors rise to reveal the view across the street 
and a small anonymous door from which 
a model exits and walks towards us across 
the street all willowy and new-vintage in 
the cool morning New York sunshine. 

It makes us smile, this leafy urban stroll 
that has stopped the relatively quiet street. 
There is a mystery, a story unfolding and we 
are all part of it. The collection makes us feel 
nostalgic; memories of past dresses, other 
eras, a softer romance in this Manhattan of 
newly shiny “cleanness” with its power and 
money rising to the very tip of Freedom 
Tower. The 2015 New York reality is no 
longer full of fear, it’s taken a deep breath 
much like Gucci, and exhaled, enjoyed it; 
got a bit high like a first smoke and gone 
back for another drag. Relaxation, simple 
nostalgia then, in the shape of sunray ► 
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All looks from 
Gucci resort 
by creative 
director 
Alessandro 
Michele, right. 


pleats, a sense of the past, yes, vintage, 
different women, a wan sophistication, like 
Vivian Maier, the nanny who photographed 
and captured an era anonymously. 

These may be thrift-shop thoughts but 
there is luxury too, of course. It s Gucci. 
There is finery, fur, tippets, treats, careful 
colour combinations and tiny touches of 
frosting. Boys again are in blouses, 
feminine, soulful, a yearning for something 
different, and all ending in a quiet 
crescendo, the girls and boys trailing away 
over the road and up a steep staircase to 
backstage, which is open house. We all 
follow, everyone is invited - unheard of. 

Alessandro Michele is talking to 
everyone, patiently explaining in English 
and then Italian the collection. “It s about 
the way you dress, the way you move. If 
you want to be special you need to be like 
a colourful bird. It s about the way women 
dressed in the past: it was very personal. 
I think the young generation has a lot to 
learn from them. And New York means 
you can be free, be what you want to be. 
It s like a renaissance for me. 


“When I design I think of a woman who 
is eccentric and super-chic, free to dress 
how she wants. She is a romantic, beautiful, 
young woman. Inspiration comes from the 
streets and the beautiful things, the colours 
of Italy, old clothes. Creation is freedom for 
me. Gucci needs to be about beauty. It s 
a Florentine brand, it has dressed a lot 
of beautiful and eccentric women, so 
it s something that comes from that jet set 
... a young woman, a young man free to be 
everything. Luxury is a chic woman who 
doesn’t make sense - and is perfect.” 

There is strong good Italian coffee and 
tiny squares of bitter chocolate and no-one 
wants to leave: everyone wants to hear 
what he has to say. Michele is a fashion 
Messiah. Funny that. Simple. 

New Gucci reminds us of innocence, of 
Chloe Sevigny, a bit, and women with 
something going on, something otherly, 
purposeful, individual. It makes us think 
about our own favourite pieces. Way back. 
Looking back. A journey. Clothes with 
memories that last. Go back to the wardrobe, 
hunt them down. It’s a renaissance. ■ 



MARK LEI BOWITZ 
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SWAROVSKI 


SPRING 

ROMANCE 

Miranda Kerr presents 
the nnodern glamour of 
Svvarovski's Latest Collection, 


1. Vittore Rings $99 2. Srordust Deluxe 
Bracelet $149 3. Stardust Bracelet $79 
4. Impulse Earjockets $129 


Swar<>vski brings to life an on-trend c ollection of reimagined 
vintage expressions this Spring. Flora! inspireci details 
emerge from decadent colour palettes in rich berry hues, to 
complemeni the trends and textures of the season. 


^It's a moderti brand for a multifaceted modern woman^ says 
supermodet and muse Miranda Kerr. "It empowers you, no 
matter what the occasion 


1 he gorgeous Stardust collection gels a Deluxe remix wilfi 
premium ritetallk netting for super enhanced sparkle. I lie 
new shades in rose gold, silver and gold carry a versatility 
that make minimal day looks pop^ and are the perfect 
finishing touch to any evening look. 


If one thing is cryslal clear, it's that Swarovski jewelry was 
made to reflect the abundant beauty of the season. 


Sparkling New Prices. Stardust Collection Now 
Starting at $79. 




From top 
left: sisters 
and Trademark 
founders Louisa 
(left) and Rookie 
Burch, and designs 
from the brand’s 
autumn/winter 
’1 5/’ 1 6 collection. 


Making 
their mark 

Sisters LOUISA AND POOKIE BURCH 
have business in their hlood and with their 
smart, unique clothing line TRADEMARK, 
are proving they have the savvy to succeed. 

WORDS: KATRINA ISRAEL 
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Y ou know when you are really 
excited to take a new purchase 
home, to open the packaging 
and put certain pieces in your 
closet, even when it s just a T-shirt?” says 
Louisa Burch, one half of American brand 
Trademark, explaining the feeling of 
anticipation that she, along with her sister 
Pookie (real name: Alexandra), aim to inject 
into their contemporary design offering. 

“From the very beginning we worked on 
the branding and the concept as a whole,” 
explains Pookie. “We never thought it 
would go past mood boards,” Louisa 
continues, “but then as we thought of each 
category we felt like: ‘Okay, we can do this.’” 

Six months after presenting their debut 
collection, the pair opened Trademark s 
first store in New York s SoHo. Fast, yes, 
but perhaps not so unexpected if your 
father is entrepreneur Chris Burch and 
your former stepmother is designer and 
businesswoman Tory Burch. “They are 
very different resources but they’re very 
good resources,” says 30-year-old Pookie, 
who studied photography and now oversees 
Trademark’s creative direction. 


As for their own design footprint, “I do 
think it had to do with frustrations we had 
finding clothes”, says 26-year-old Louisa, 
head of business operations and sales. “It 
always felt like everything out there that 
was wearable was sort of boring, or you had 
something that was really special but it was 
difficult to wear.” 

“FROM THE 
BEGINNING WE 
WORKED ON THE 
BRANDING AND 
THE CONCEPT 
ASAWHOEE” 

Marrying American sportswear classics 
with unexpected detailing, the label’s 
aesthetic has a nostalgic minimalism 
stylistically akin to A. PC. fused with The 
Row. “We also wanted to bring something 
to the contemporary market that felt more 
ageless,” explains Louisa. “Just because of 
the [affordable] price point doesn’t mean 
that it’s only for a youth audience.” 


Reinforced by the label’s name is the idea 
of a collection of elevated wardrobe 
essentials with which to create one’s own 
style mark. “We were immediately drawn 
to the brand’s clean, considered aesthetic,” 
says Natalie Kingham, buying director of 
Matchesfashion.com. “Their minimalist 
silhouettes paired with strong colours and 
offbeat proportions offer great wardrobe 
staples with a twist.” 

Now four seasons in, the business 
partners are focused on finding a site for 
their second store in either Los Angeles or 
San Francisco. “It was a lot of pressure,” 
says Louisa of establishing their 232 
square-metre boutique on Grand Street. 

That said, the sisters relished the 
experience, and are already filing away 
ideas for an interiors line. After all, theirs 
is a combined commitment to a brand that 
could easily see out their entire career: “It’s 
a really good feeling, but it’s also daunting,” 
says Louisa. “Sometimes people say: ‘Oh, 
I want to move [careers]’, and I’m like: ‘Oh 
my, you can ... just move!”’ Pookie says, 
laughing. “But I mean, we’re very fortunate 
to have this opportunity.” ■ 
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She’s electric 

It’s 25 years since the 90s WAIF and the 
rise of anti-clamour - a pivotal moment 
in fashion history. Laura Weir speaks to 
the models, designers and image-makers 
who sparked a REVOLUTION. 

STYLIST: KATE PHELAN 
PORTRAITS: ANGELO PENNETTA 

KATE MOSS, model 

“That time brings back feelings of nostalgia. All of us were so young 
and carefree. It was a great time to experience; there was the music, 
the clubs like Quiet Storm, the Wag, the Brain ... I did identify with 
grunge because it was the way I was dressing in real life. I guess I was 
just there at the right moment: it wasn’t something I was trying to 
be; it was very natural. I suppose Corinne [Day, the pioneering 
photographer], David Sims and Melanie Ward knew things were 
changing, as they were already part of fashion, but for me, I hadn’t 
known any different. We were having so much fun being young, we 
didn’t realise or think about the effect it was having. 

‘The Third Summer of Love’ [for UK culture and 
fashion magazine The Face^ took eight weeks to 
shoot, on and off. Corinne, Dick Page [make-up 
artist], Melanie and Drew Jarrett [photographer] - 
we spent so much time together, we became family.” 

CAROLE WHITE, co-founder 
of Premier Model Management 

“I was working with the supermodels and growing 
that brand of sexy glamour - and suddenly seeing 
dirty, anti-establishment pictures. They weren’t like 
the beautiful images that had been coming out of 
Versace. These were so simple and different, it took 
everyone by surprise. It back-footed a lot of the 
supermodels. It was the anti-glamour and they took 
a while to catch up.” 

ROSEMARY FERGUSON, model 

“Right at the beginning I remember doing a fashion 
show and the supers being very wary of us; they were 
like: ‘Who are Rose Ferguson and these new girls?’ 

Being an 80s supermodel wouldn’t have suited my 
personality at all. The early 90s was defined by a shift 
and a rebellion against the big hair and all that 
make-up. It was a backlash against the Tories and 
Thatcher, and people were fed up with being told: 

‘This is how you should look.’ It was about kicking 
back against the bourgeoisie. 

“The people involved were far removed from the 
mainstream; people like Corinne [Day], they had 
their own vision. At the end of four hours of shooting, 
she would say to me: ‘I don’t like it’ and then I would 
change my position and she’d shoot and say: ‘I’ve got 
it!’ Corinne would always catch me blinking, which 
was so her. She said I was a blinker.” 
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JUERGEN TELLER, MELANIE WARD, stylist 

photographer “It was never a conscious decision to cast skinny kids in shoots. It 


Kirsty 
Hume, 39 

Scottish beauty 
Hume now lives 
in Calif()rnia with 
her ho\Triend and 
her 11-year-old 
daughter, Violet. 
Famous hy 18, she 
never retired, hut 
did step out of the 
limelight in her 
late 20s to have 
Violet, and 
later to study 
permaeulture. 


.“My favourite 90s shoot? * 

The one for Vogue with Tim 
Walker at Glastonbury. A 
cheeky festival-goer threw" 
mud at me,” says Hume,_^ i 
laughing at the memory ^ \ 

Stella McCartney sweater 
and skirt. Superga plimsolls. 

Her own jewellery. 


“I was touring and shooting 

Rosemary Ferguson Nirvana in ’91 and 

photographed by 

Corinne Day for UK you cant get more on the 
V'ogue, March 1993. Qf grunge than that. 

Venetia [Scott, Teller’s 
partner and collaborator at the time] and I were doing stories for 
i-D magazine once or twice a year and a couple of record covers. 

“Of course, grunge was an American thing, and the stylists in 
Britain couldn’t get the clothes from designers so they made their 
own. Suddenly brands started to fly me to America on Concorde 
to shoot for them. You see, there were us - the young - and then 
the old, established, commercial magazines. I couldn’t handle the 
conservatism of magazines like that. Helmut Lang, Marc Jacobs 
[designing for Perry Ellis at the time] and Comme des Gar 9 ons 
were paying me to shoot for them and it was more creative.” 

“I don’t know [when asked if the 90s mood might be coming 
back today]. I’ve known Phoebe Philo for a long time and she 
doesn’t want some polished, retouched crap [for her campaigns].” 


was an extension of our world and our time. When we showed 
people our photographs we always got the same reaction: ‘These 
aren’t fashion photos: these are documentary pictures.’ They were 
black and white and had grit. I wanted the girls to look like they 
were wearing their own clothes. A guiding force for me was that 
effortless irreverence towards clothing. I used to get boys’ suits 
from department stores to shoot on girls. I spent all my time in 
jumble sales. Later, when I was styling for Calvin Klein, I’d staple 
the jeans up the back, pull them down on the hips, cut the crotch 
and sew in a little patch. It was about customisation. We pioneered 
a seismic shift without even realising it. We were never motivated 
by ego or money or success. I had this little old Triumph car, and 
Corinne and I had been shooting Kate. We took her back home to 
Croydon and her mum, Linda, said to us: ‘What are you doing? 
No-one is paying you for any of this.’ It was coming from a place 
of sweet concern. We loved [shooting] and our only motivation 
was to create. Corinne and I reassured Linda that one day Kate was 
going to be a huge model, that it was all going to be okay.” ► 
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Amber Valletta, 
a forerunner to 
the rise of the 
90s waif, shot 
for UK Vogue 
August 1994 by 
Mikael Jansson. 


GUIDO PALAU, hairstylist 

“It was a funny crossover time. I had just done 
the Freedom! Versace show in 1991, and then 
suddenly there was this other beast emerging. 
There was a new, young fashion movement 
and it didn’t go down too well with the 
establishment. It felt British and it felt working 
class and I felt connected to it. It wasn’t looking 
at Hollywood, it was about celebrating 
imperfections, which made the girl who she 
was. We were all about the quirks - sticky- out 
ears and greasy hair. I felt free at that time, it 
was a fun period. In the beginning it was a tiny 
gang of creatives - a couple of make-up artists, 
a few photographers. It became big around 1992 
after the American fashion industry and Calvin 
Klein picked up on it, and Kate went super.” 


In a 1997 
Helmut 
Lang 
campaign 
bk Bruce 
Vfeber.. 


Kirsten 
Owen, 45 

From the rural 
wilds of eastern 
Ontario to 
Parisian 
eastings by 
the age of 17 , 
Owens brand 
of enigmatic 
androgyaiy 
made her 
tfelmut Lang’s 
muse and a 
pin-up of 90s 
anti-glamour. 



STELLA TENNANT, model 

“I always felt that Kristen McMenamy was the person who broke 
the mould of the different kind of beauty. Karen Mulder and 
Cindy Crawford and the American, more curvaceous thing gave 
way to the fat-chested, angular, boyish androgyny and a whole 
rash of much odder-looking people. It felt like a new era was 
coming in; there was crossover and we were new kids on the block. 
We were hopeless: those 80s girls knew how to do their hair and 
make-up - we didn’t dress up for work; everything we wore was 
ripped and torn. We looked a bit of a mess!” 

VAL GARLAND, make-up artist 

“More often than not, there wasn’t a lot of make-up. Looks centred 
on either a matt red lip, like Courtney Love and Kat Bjelland from 
Babes in Toyland, or a smudgy, lived-in, last-night’s dark eye. As 
a make-up artist of that time, it was pretty boring; foundation 
was a dirty word. Although grunge was refreshingly real, I was 
glad when make-up came back into fashion. I was also doing pop 
promos, with the likes of Blur, Bj5rk and quite a few grunge bands 
that never made it past the promo stage. On a personal level, it was 
great to wear Doc Martens after all those 80s Manolos ...” ► 



ggruK 


for UK 
Vogue, May 
1993. 
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EMMA BALFOUR, model 

“We were pushing up against what had been, which was glamorous 
and unrealistic, a fantasy. I think we wanted to provide a cocky, 
youthful alternative that was achievable. It was about making 
the awkward, the mundane, the dysfunctional, the miserable, the 
individual, cool. 

“The photographers were capturing individuality and spirit. They 
wanted people to be struck by their images, to notice the humanity in 
the images and their subjects. [With David Sims] we shot in the 
countryside for a day and then in the studio. We never had any money 
so it was all done for the art of it! Dave tortured everyone on set, 
especially me, but I understood why he pushed so hard. He wanted his 
images to be memorable, provocative and unique. 

“I definitely think our youth helped. We were big-eyed and hopeful, 
we had nothing to lose. We wanted to inject a bit of reality into 
fashion. Anna Cockburn and Melanie Ward were making clothes, 
adapting generic stuff, bleaching things (hair included) putting things 
on backwards, upside down and experimenting along the way. It was 
all done with very little fear. That isn’t possible when you’re a grown-up. 
There are a few remarkable exceptions to that rule, but not many.” 


Cecilia Chancellor, 49 


Cecilia 
Chancellor 
shot by 
Corinne Day 
for UK Vogue 
March 1993." 


Chancellor was first 
photographed as a teenager by 
Snowdon. At 17, she moved to 
New York to pursue a eareer as 
a model, finding her groove in 
the early 90s. Today she lives 
in west London with her son. 


Ralph Lauren Collection 
dress. Superga plimsolls. 
Her own jewellery. 


“I did very well in the 80s and, 
although I enjoyed it, it was 
much more about being 
dressed up as somebody else 
and having someone else’s 
projections put upon you. 
Suddenly, in the early 90s, 
people wanted to photograph 
me as myself. Fd got to my 
mid-20s and I felt more in 
control and that coincided 
with people wanting me to 
express who I was, rather than 
have me decked out in frilly 
things. I remember feeling 
a bit insecure about being 
made to spin and spin in those 
more 8 Os- style shoots.” 


NICK KNIGHT, photographer 

“There is an enduring affection for grunge. Of course it 
got corrupted, like everything else does, and there was 
a desire to be meaningful and honest, and the 
photographers wanted to change the world. The 
problem is that by the time it went mainstream, it had 
gone. The 1992 Steven Meisel grunge shoot for 
American Vogue was cited as an important grunge 
moment - but shooting in burger joints in Shepherd’s 
Bush was really when it was authentic. The i-D moment 
was authentic; when Calvin [Klein] did it in ’92, it 
wasn’t true to the origins. It’s said that punk only lasted 
100 days until the Sex Pistols went on Bill Grundy’s 
Today [the notorious 1976 television interview] and 
grunge’s true lifespan was also short. At the end of ’93, 
[UK Vogue's then creative director] Robin Derrick and 
I started the counter-conversation with our ‘Glamour 
Is Back’ cover. It was Linda Evangelista, shot using 
ring flash, referencing [Helmut] Newton and [Guy] 
Bourdin, and that took off like a house on fire. People 
had had three years of being told not to buy anything 
new. They wanted something pro-fashion again.” ■ 


Emma Balfour shot fir 
Vogue Australia in Aj-i 
2014 by Hugh Stewa|t 
and, below right, by'. 
Martyn Thompson for 
September I993’s 
Vogue Australia. 
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Loaded with skin soothers like Vitamin E, Chamomile and Yarrow Extract, 
this restorative makeup base keeps skin happy and hydrated, while allowing 
your foundation to last longer. 
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Raw, real 
& ready 

The London-based DUO with an 
aesthetic entirely of their own are 
shaking things up and shaping- 
up as the NEXT BIG THING. 

WORDS: ALICE BIRRELL 


L et s get one thing straight about 
Marques Almeida: they’re not 
trying to resurrect the 90s. Don’t 
let the slip dresses, gossamer 
handkerchief hems or the raw frayed denim 
they’ve become known for fool you. 

“We’re much more interested in dealing 
with girls who exist today who are quite 
different from the noughties and 90s,” says 
Marta Marques, one half of the design 
duo. “We’re definitely inspired by the late 
90s, early noughties. But no-one actually 
remembers seeing a girl looking like that,” 
says Marques’s other half, Paulo Almeida, 
gesturing to an image of the label’s look 
book, one of many pinned on their floor- 
to-ceiling wall of a 
mood board in their east 
London studio. Also 
hard to miss are the old 
i-D and The Face 
magazines, as well as a 
stack of CDs by 90s 
artists: TLC, All Saints 
and the Spice Girls 
among them. Still, 
they’re adamant it’s 
no revival. 

“There is this girl we have in a picture, 
the one who’s smoking. She’s a girl we met 
at school and for some reason thought: 
‘Okay, she’s really cool’, and she actually 
has some resemblance to someone you 
would see in the 90s. She has this grungy 
look. But she’s living today,” says Almeida. 
“She’s definitely not wearing chunky shoes. 
We extract the ethos, but it’s not literal.” 
That formula - applying the lo-fi, semi- 
grunge attitude of a segment of tastemakers 
in the 1990s - to modern, effortless 
clothing has been generating the pair an 
inescapable amount of buzz. On top of 
this, the duo took out the 2015 LVMH 


THEY COULD 
HAVE TAKEN 
COMEORT IN 
THE EACT RAE 
SIMONS WEARS 
A PAIR OE 
THEIR JEANS 


prize, beating out 
hundreds of contenders, 
and are now at a career 
tipping point. 

Sitting in the only 
quiet corner of their 
Hackney studio, at a 
small desk tucked away 
around a wall. Marques has 
taken the down-moment to 
make herself a cup of tea. “We’ve 
literally just shipped autumn/winter 
’15/’16 and a couple of things have 
sold out already, and we say: ‘Okay, we 
need to grow’,” she says, seated next to 
design and life partner, Almeida. It’s a 
good thing they 
took out the prize; it 
means a financial boost 
and mentorship from 
some of the world’s 
best designers. It also 
gave them the 
opportunity to present 
to those same designers 
in a time frame of 10 
minutes. The jury 
included heavyweights 
Karl Lagerfeld, Raf Simons, Phoebe Philo, 
Marc Jacobs, Nicolas Ghesquiere, 
Riccardo Tisci, Delphine Arnault, 
Jonathan Anderson, Carol Lim and 
Humberto Leon. “It’s the most insane 
table you could ever imagine,” says 
Marques. “It was completely surreal 
and weird.” 

Should they have been nervous 
beforehand, they could have taken comfort 
in the fact Raf Simons wears a pair of their 
jeans, as do many in fashion’s inner circles. 
Their frayed, raw denim is a street-style 
staple and was the starting point for their 
graduation collection, championed by ► 


Backstage at Man 
Almeida autumn/ 


winter ’1 5/’ 1 6. 
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the late, legendary course director at 
Central Saint Martins, Louise 
Wilson. “She had a way of [getting] 
things out of people without you 
even realising what was 
happening,” reflects Marques. 
“In terms of what you want to 
say as a designer and what you were 
going to do and how is that different 
from everyone else; ‘who are 
you really?’” 

“Who” many think they are, is 
denim. It’s taken on a life of its 
own since their first collection in 
, 2011 and permeated each ever 
since, although the pair has 
done well not to let it 
pigeonhole them. “We did get 
that question mostly at that 
point, of: ‘Is that going to be 
what it’s going to be?”’ says 
Marques, explaining how 
they began working with it 
because it brought a street 
feel. “I think that was one 
thing we were always 
completely sure of: this is not 
a denim brand and it was not 
meant to be a 
jeans brand,” says 
Marques. And it 
shows. Down the 
runway they’ve sent 
slashed-within-an- 
inch-of-its-life denim, 
black Lurex denim, 
sequined grass green denim 
minis, pale amaranth 
denim maxis and denim 
robe coats. 

It’s a medium that has 
done more than just provide 
a visual signature; it has shaped their entire 
approach to fabric. “You can develop very 
complicated dresses or tailoring, and then 
you bring it over to denim and then it’s 
something new again, something cooler,” 
muses Almeida. The outing of sumptuous 
brocades for autumn/winter ’15/’16 was 
seen by many as a major signpost of a label 
with legs. Models swathed in fuchsia, lime 
and gold brocade spliced and poised askew 
gave the feeling of a night gone awry in an 
aristocratic setting thrown by people who 
probably shouldn’t have been there in the 
first place; a steal-the-drapes kind of 
anarchy. The same goes for the lilac and 
tomato-red fur. “A Marques Almeida kind 


“WE WANT 
TO GET OUT 
OE THOSE 
SETS OE 
RULES THAT 
WE THINK 
ARE BEING 
DONE NOW” 


of girl, if she were wearing a fur coat, she 
won’t be precious about it. She’s not going 
to keep it hanging in storage for ages ... 
she’ll wear it until it starts falling apart,” 
says Almeida. 

It’s this intuitive, impulsive feeling that 
feeds into their collections, and a search for 
authenticity that was shared by a lot of 
designers during the 90s such as Helmut 
Lang and Calvin Klein, who once told 
Vogue the era was “about the personal, 
about staying in and being alone, and not 
flaunting what you have on your back”. 

That Marques and Almeida share this 
ethos might be due to their upbringing in 
Portugal. “You were so isolated in a way,” 
says Marques. “Growing up in the 90s in 
Portugal in the suburbs, I don’t remember 
owning fashion magazines when I was 
a teenager . . . We weren’t looking at shows 
or anything. It was about what our friends 
were wearing, which store you were going 
to buy your baggy jeans from. There was 
only one store open in the city where you 
would buy your Doc Martens and maybe 
travel an hour to go get them.” That 
isolation has given them the advantage of 
a unique perspective, a viewpoint Lagerfeld 
commented on. “[He] was 
comparing us to a fine 
artist in Portugal. [He 
said] that they see stuff like 
they’re seeing it for the first 
time, or with a freshness 
that’s very rare.” 

Next season they’re 
hinting at a leather focus - 
“we’re really obsessed with 
brown couch-looking 
leathers” - although that 
could change if they fall for 
another fabric instead. 
With a successful first resort collection 
shown, they’re still undecided on pre-fall. 
“We’ve spoken about it but we would feel 
rushed. Maybe the quality would falter and 
we would never put that at risk.” With the 
backing of the prize and their first 
completely independent show about to go 
ahead at London fashion week as this issue 
goes to print, they can feel confident their 
nearly-neo-90s girl isn’t going anywhere. 
“We want to get out of those sets of rules 
that we think are being done now and 
that’s why we go back to the 90s and the 
noughties,” says Marques. “We feel 
a purity and we feel a kind of rawness 
there.” Raw, real and ready. ■ 
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Future classics ’ 

Drawing on his TECHNICAL artistry, Josh Goot has ; ■ 
produced a NEW stand-out .collection of bags and shoes. 


WORDS; ALICE BIRRELL 
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Josh Goot X Feit 
shoes, $695. 


osh Goot / 

:lutch, / 

M,495. / 


Left: Josh Goot 
dress, $1,495, and bag, 
$1,245. Below: Josh 
Goot clutch, $1,245. 



T he idea, when you slip on one of 
Josh Goot s new leather slides, is 
to feel as though you’re gliding. 
Fitting, given the inspiration 
for the footwear was a catamaran. “We 
wanted the shoe to look like it could 
float,” explains Goot of the initial concept. 
“The raised sole with those lugs are like 
a catamaran and it’s floating.” 

The task of propping the wearer’s foot 
a few centimetres above the floor was 
assigned to collaborator Tull Price, 
designer of the handmade footwear label 
Feit. “It strangely captures the greatly 
water-based nature of the environment in 
which he lives,” says Price of the new Goot 
slides, which used a two-part rubber- 
moulding process to craft the shoe. Like 
much of what Goot does, the small 
collection of bags and shoes is a thoughtful 
distillation of the brand’s core values 


meshed with a lifestyle lived in proximity 
to the ocean (Goot lives in the Sydney 
beachside suburb of Tamarama). 

The bags, a first for Goot, are a 
combination of the designer’s sensitive way 
with colour and architectural inspirations. 
LA-based Australian artist and long-time 
collaborator Jonathan 
Zawada was called upon 
to help refine the shapes. 

“There’s a sympathy in 
simplicity that I share 
with Josh,” says Zawada. 

This is expressed in the 
buttery Italian leather 
fold-over bags and 
brilliant clutches, the 
perfect size, with their smartly concealed 
pockets, for every imaginable necessity. 

Navy, white and sky blue with pistachio 
and rust edging make up a mellow palette 


that is just what we have come to expect 
from the Josh Goot label, whose explorative 
take on colour has set it apart over the past 
decade. “Even though his colour palettes 
are free, varied and bright they are never 
garish, and that’s an extremely difficult 
line to tread,” observes Zawada. 

It’s that simpatico with 
modern life and feel for 
purity of form that has 
become a Goot hallmark. 
“We thought it would be 
an important time to 
broaden the message of 
the collection and to tell 
a new story,” he explains 
of the timing. “Inherently 
beautiful, almost classic,” is Zawada’s take 
on the pieces. We agree, and will be 
gliding into summer in a pair of pistachio- 
rimmed slides. ■ 


“HIS COLOUR 
PALETTES ARE 
FREE, VARIED 
AND BRIGHT 
BUT NEVER 
GARISH” 
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CUBEC 



www.cubec.com.au 
www.facebook.com/cubecclothing 
SUITS, SHIRTS AND TIES FOR MEN AND WOMEN 
SIZES AVAILABLE 6 - 20 
241 FLINDERS LN, MELBOURNE, 03 9663 971 7 
SHOP 19 GOLDSBROUGH LN, MELBOURNE, 
(CNR WILLIAM & BOURKE STREET), 03 9602 3368 
1 44 LT COLLINS STREET, MELBOURNE, 03 9650 8198 
PROUDLY AUSTRALIAN MADE 
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Deborah 

Lloyd 


Empire 
building P ^ 

DEBORAH LLOTD, the Brit-born creative director of 
KATE SPADE NEW YORK who steered the brands move 
into fashion, talks design, the CEDA and Roald Dahl. 


WORDS: ZARA WONG 


T ruth: what we see on the 
runways at fashion week isn’t 
always what appears in stores. 
Not so at Kate Spade New 
York, where what is shown to buyers and 
media is what customers will be able to buy 
later on. Those peppy hues and whimsical 
designs will land unaltered in the label’s 
stores, which are retail destinations in their 
own right due to their idiosyncratic quirks 
like neon signs and striped wallpaper. The 
Madison Avenue store, for one, is designed 
like an Upper East Side townhouse with 
the colour saturation turned up high. 

Amid the kerfuffle of the Kate Spade 
autumn/winter ’15/’16 presentation in 
New York is the label’s president and 
creative director, Deborah Lloyd. Dressed 
in a red A-line skirt and a black blouse 


with white collar, she surveys the 
presentation with assuredness, turning to 
chat to stylist Brad Goreski during breaks. 
“Growing up, we all watched [Roald 
Dahl’s] Tales of the Unexpected on Sunday 
evenings, which I loved,” she says of her 
childhood in Devon, England, and 
explaining her adoration of Dahl and the 
influence of his work on this collection. 

Although we’re in a Chelsea gallery and 
the snow falling onto the West Side 
Highway reminds us we’re in New York, 
not England, Lloyd’s heritage is apparent. 
Waiters drift past with afternoon-tea 
snacks (you can take the girl out of Britain 
. . .) and guests gasp over novelty handbags 
shaped like owl’s faces or chocolate boxes. 

Lloyd’s eclectic British approach to 
fashion - or style, as she calls it - also ► 


A look board 
backstage. 
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REBECCA JUDD 


The world’s most 

exquisite diamonds 


The world’s most exquisite diamonds 
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■ All looks Kate ^ 


Spade New York 

■ V J 

1 autumn/winter 


’I5/’I6, including 


Deborah Lloyd’s 


favourite cocktail 



translates at Kate Spade New York into 
a universe where the campaign stars, 
models Iris Apfel and Karlie Kloss, meet 
in a vibrant world of wasp-waisted 
duchesse silk dresses. The one with a bow 
back is Lloyd s favourite. “It s the perfect 
cocktail dress: feminine and chic,” she says. 
The collection includes contrasts, such 
as patent-leather loafers 
frosted in crystals and 
sequins, and applique faux 
fox - a reference to Roald 
Dahls Fantastic Mr Fox - 
appears on leather clutch 
bags. There’s also a healthy 
dose of Schiaparelli pink, 
a nod to Lloyd s favourite 
book: Shocking Life, 

the autobiography of 
Elsa Schiaparelli. 

In addition to her work at Kate Spade 
New York, Lloyd has joined the CFDA 
board to help nurture the next generation 
of designers, such as Joseph Altuzarra, 
Monique Pean, and brands like Public 
School and Creatures of the Wind. 
“Having the ability to mentor young 
designers and influence the future 
generations is such an honour!” she says. 
“The designers who come through the 
process are exceptional.” Of the experience, 
Altuzarra says in an email: “Eve learnt a lot 
from watching Deborah not only develop 


the Kate Spade collections but also build 
the identity of the Kate Spade girl. She has 
tremendous focus and vision.” 

Her time as vice-president of womens 
design at Burberry taught her how to 
preside over a fashion empire; Kate Spade 
New York has 300-plus stores globally, 
including two stores in Australia. “At 
Burberry, it was about 
building a brand from the 
DNA of a trench coat,” she 
says. Since arriving at Kate 
Spade New York in 2007, 
she has launched ready-to- 
wear, an achievement she 
describes as “a major 
milestone”. “It was so 
exciting to see what the 
Kate Spade girl would look 
like and it was the first step 
to fulfilling our lifestyle brand promise . . . 
Expanding the Kate Spade line has been 
a thoughtful evolution.” Available to the 
Kate Spade girl are not just bags and 
clothing but stationery and china too: 
silver business card holders engraved with 
“Lets do lunch”, and paperclips shaped 
like bows. “It makes you smile; there’s a wit 
and humour, a cleverness to it, which 
I think is a mix of American and British,” 
she explains. “Now that Kate Spade is in so 
many different places, there has to be 
a humour and a wit that travels as well.” ■ 


“IT WAS SO 
EXCITING 
TO SEE 
WHAT THE 
KATE SPADE 
GIRL WOULD 
LOOK LIKE” 



RESTAURANTS: “If I have time to 
escape for lunch, I love the restaurant 
at the NoMad Hotel [above]. Indochine 
and Balthazar are both old favourites of 
mine as well.” 



THEATRE: American in Paris on 

Broadway, the New York City Ballet at 
Lincoln Center, or Giulio Cesare in Egitto 
[above] at the Metropolitan Opera House.” 



COCKTAILS: “. . . at Bemelmans in the 
Carlyle Hotel. This bar [above] has a cosy 
atmosphere, great cocktails and live jazz.” 



MUSEUMS: “Cooper Hewitt [above], 
the Metropolitan Museum of Art, or the 
Natural History Museum.” 
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There’s a brand new silhouette in town - and it will 
change the way you feel about your personal style. 
Introducing the Samsung Galaxy S6 edge+ 
and Samsung Galaxy Tab S2. 



SOCIAL STATUS 


Connectivity - never in the history of 
fashion has a movement so influenced 
the way we look, shop and share our 
personal style. Today, the great-looking 
smartphone you pull from your purse 
is as important as the purse itself. 

With its slick curves, powerful 
Octa-Core processor and one-of-a-kind 
wraparound screen, the Samsung 
Galaxy S6 edge+ takes connectivity 
to a stylish new level. 

Swipe the edge of the large, pixel-rich 
5.7-inch screen to instantly check calls 
and notifications from colleagues and 
loved ones*. Double-tap the home 
button, and front and back cameras 
launch in less than a second - perfectly 
timed to capture every outfit, selfie or 
treasured memory in crystal-clear 
precision, even in low-light conditions. 

Better still, customise your Samsung 
Galaxy S6 edge+ with Samsung’s 
premium range of accessories, 
including a wireless charger to keep 
you in the loop anytime, anywhere. 




has a unique waterfall screen that seems 
to melt away, providing a stunning and 
immersive experience. At 6.9-millimetres 
thick and a mere 156 grams, it won’t 
weigh you down, either. 

Then there’s the battery. With 
outstanding life, ultra-fast charging 
and built-in wireless charging 
capabilities**, it’s designed to keep you 
going and going. Add the soundtrack to 
your life with Samsung Milk Music, a 
free, personalised digital-radio streaming 
service exclusive to Samsung Galaxy 
owners. And while staying connected 
via email, messages or social feeds is 
faster and easier than ever with the 
Samsung Galaxy S6 edge+, your data 
stays secure thanks to built-in malware 
protection and fingerprint recognition. 


SAMSUNG 


Galaxy 

S6 edge + 




or white. 


Samsung Galaxy 
S6 edge+, $1,199. 
Available in black 



Samsung Galaxy Tab 
S2, from $499 for 
the 8-inch; $599 
for the 9.7-inch. 
Available in black 
or white. 




SAMSUNG 

Galaxy 

TabS2 


NEXT IS NOW 

See the latest collections in sharper, 
more vivid detail than ever before with 
the new Samsung Galaxy Tab S2. 

Boasting smooth lines, cutting-edge 
sophistication and an elegant metal- 
edge finish, the Samsung Galaxy Tab 
S2 is the ultimate in on- trend 
portability. Available as an 8 -inch 
or 9.7-inch screen (the latter is great 
for streaming HD-quality movies and 
TV shows), with a 4:3 aspect ratio that 
allows you to see more content in 
one scroll, it will give you hours of 
connectivity in comfort and style. 

Plus, with the Samsung Galaxy Tab 
S2 s new pixel-rich Super AMOLED 
display, images are so beautiful and 
clear, simple viewing is like looking 
into an amazing rich world. 

Working remotely or on the run? 
Microsoft Office lets you access and 
edit documents from any device, with 
complimentary 100 GB OneDrive 
cloud storage to keep it all secure^. 



VOGUEPROMOTION 


ACCESSORY 

REPORT 

Customise your social life with 
these premium, fashion-focused 
optional extras from Samsung. 

Personal style is a matter of taste and the unique way 
you pull it all together. A beautifully curated life 
brings joy on many levels, not least of all the feeling 
of being surrounded each day by things you need and 
love. Samsung’s range of premium accessories lets you 
style your social life your way. Customise the look of 
your Samsung Galaxy S6 edge+ and Samsung Galaxy 
Tab S2 with a case or cover, charge up on the run 
with the Samsung Fast Charge Wireless Charging 
Pad” and tune into the music of your life without 
distraction with the Samsung Level On Wireless Pro 
headphones. Everything has been designed to let you 
express yourself with a sense of elegance and style. 



Samsung Level 
On Wireless 
Pro headphones, 
$399. Available 
in black and gold 



Galaxy S6 edge+, $89. 




Samsung Galaxy Tab 
S2 Book Cover, $69 
for the 8-inch, $79 for 
the 9.7-inch. Available 
in black, red, white, 
gold and mint. 


*lnternet connection required. Data and other charges may apply. * **Compatible charging pad required, sold separately. 

'^Apps must be downloaded. Data, subscription and other charges may apply. Microsoft account required for editing 
and creating office documents with Microsoft Office. Viewer function only is available without Microsoft account. 


SAMSUNG 
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Take a bow 

As OPERAAUSTRALIA 
celebrates its 60th year, 

Cleo Glyde dons her 
BEST CORSET and takes 
a walk through history. 

PHOTOGRAPHS: JULIE ADAMS 


t s one of those punchily bright sunny 
days when you have to love Sydney as 
much for its body as its soul. The 
Opera House’s soaring white sails 
gleam in all their iconic glory aside the 
sparkling harbour, too exuberantly New 
World to ever really be a grande dame. 

But today the setting is awe-inspiring in 
a new way. As Opera Australia turns 60, 
its artists - champagne in hand - spill out 
of their inky theatrical domain, down the 
stairs and into the bright daylight for a 
rousing chorus of Happy Birthday. Foreign 
tourists smile as they whip out their 
smartphones: the 21st-century version of 
clasping hands together in delight. ► 


Cleo Glyde in full 
operatic regalia walks 
through the rabbit 
warren of rooms 
backstage at the 
Opera House. 
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There’s a kaleidoscope of centuries 
clustered around a banquet table dotted 
with candelabra and horn-of-plenty vines 
and fruits. The theatrical buffoonery of 
comic opera characters, all balloon 
silhouette and bold graphics, collides with 
the satin and glitter of jazz-baby flappers 
from a 1920s production of La boheme. 
Baritones in 17th-century frilled sleeves 
and frock coats clink glasses with mezzo- 
sopranos in 19th-century corsets and 
jaunty hats, while a 
magnificently imposing 
diva laughs on, her 
Japanese kanzashi hair 
decorations swaying in 
the breeze. 

Surreally, I stand amid 
these birds of paradise, 
clad in the most 
extraordinary concoction 
of billowing, beribboned 
satin, quite literally 
encased by the 18th- 
century feminine ideal of a snug waist and 
exaggerated width. Singing along in this 
rousing operatic chorus, my serviceable 
school-choir voice safely cocooned by the 
splendid warbles, trills and booming 
baritones in three-part harmonies, the 
notes sustain -“to youuuuuuu” - then ring 
in the air. It’s as good as Happy Birthday is 
ever going to get. 

The rousing camaraderie of singing in an 
opera chorus may be drama-queen heaven, 
but the creative endeavour, toil and 
craftsmanship that flourishes behind the 
curtain is equally impressive. 

When Opera Australia invited Vogue to 
spend time behind the scenes, being fitted 
out in a glorious top-to-toe costume and 
joining the company on the day, it was an 
opportunity to experience the working life 
of an opera singer holistically. 

Actually, they had me at “corset”. The 
chance to shrug off sporty, casual, unisex 
modernity and inhabit the mesmerising 
hothouse-flower vision of womanhood 
that once reigned (and still exists on stage) 
couldn’t excite me more. 

“Please don’t ever take it off,” I plead with 
the costumers, warm, friendly women who 
happily laugh and chat as they measure me 
during several fittings. The company’s 
inner-city warehouse is the coalface of 
each production, where tailors bring the 
production designer’s vision to life. 

My tenue is comprised of many parts - 
the corset cinches me in, creating the 
serpentine curve that accentuates the hip- 


to-waist ratio; a pannier hoop skirt creates 
massive width from each hip, all the better 
to swish through a massive palace doorway 
(heaven); a bodice and huge skirt cover the 
foundation in a sea of frothy silkiness. 

My wig is also fluffed, shaped and crafted 
over several fittings, among rows of cloth 
dummy heads lined up like sentinels in the 
workshop. Dressing in another century 
simply had to be a team effort. 

On the day of our merry party at the 
Opera House, I relish 
the bustle of activity 
in the backstage hair and 
make-up room. A deep, 
rumbling hum comes 
from the next chair; 
singers banter with the 
make-up artists as 
character after character 
enters the room with 
vaudevillian regularity, 
like the ghosts of 
productions past. 

A voluptuous diva with a booming voice 
and gigantic sleeves towers over everyone 
at way over six feet; these women, used 
to commanding the stage, have a powerful 
presence. Principal artist Dominica 
Matthews is ravishing in her 19th-century 
corset and bustle, its black sobriety a foil to 
her bubbly, redheaded charms. 

One tenor sports farcical painted-on gin 
blossoms; another with salt-and-pepper hair 
enters wearing a frock coat and rainbow 
layers of petticoat as light as fairy floss, 
rather like a royal courtier shot out of a 
confetti cannon. He tries to sit down, which 
the stiffness of his attire doesn’t allow. 

“What better way for an aristocrat to 
display their high status and never having 
to work,” I remark. “God, that’s ironic,” 
a singer wisecracks, as they all laugh. How 
true; behind the magic and the theatricality 
is the hard graft. These extraordinary 
creatures should be celebrated for their 
pursuit, perfected over many years, of 
exquisite song - spanning several octaves; 
reaching thousands over an orchestra; 
moving the audience with human emotion, 
in several languages. 

“It takes years,” confides David Parkin in 
hair and make-up as his face is sculpted 
into purple and black shadows. “Essentially 
you’re controlling a scream and trying to 
make it beautiful.” After 60 years of 
rapturous applause, it’s clear that Opera 
Australia has succeeded splendidly. ■ 
For more information on Opera Australia, 
go to WWW. opera. orgau. 


I STAND AMID 
THESE BIRDS 
OF PARADISE 
CLAD IN A 
CONCOCTION 
OF BILLOWING, 
BERIBBONED 
SATIN 


122 - NOVEMBER 2015 




/Opera Australia 
-principal artist 
^ David ParkinJ 


Opera singers celebrate 
Opera Australia’s 60th 
birthday on the Sydney 
Opera House forecourt 
with conductor Brian 
Castles-Onion leading 
the group in song. 
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Cleo Clyde after 
being transformed 
backstage by hair 
and make-up. 
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Lean on her 


TONI COLLETTE and DREW BARRYMORE star as best friends who help 
each through fertility issues and eaneer in the NEW CHICK ELICK 

Miss You Already. Here, the two aetors talk about what makes a true friend. 

INTERVIEW; SOPHIE TEDMANSON 


ogue: Is this your first film 
together? If so, how was it 
working together? 

Toni Collette: “It is our first 
film together! Although Drew had offered 
me a couple of jobs in the past, this is the 
one that was meant to be. We had an 
immediate familiarity and get on like 
a house on fire. It was an experience rife 
with joy, support, honesty, presence and 
trust. One of the best ever for me.” 

Drew Barrymore: “Jessica Lange called 
our friendship ‘an eclectic connection on 
Grey Gardens [the 2009 film starring 
Lange and Barrymore]. I feel this was the 
same. We just unzipped ourselves and got 
right on in!” 

Vogue: Miss You Already is hilled as 
a comedy/drama about cancer and 
fertility problems - how important is it 
to laugh in the face of adversity? 

TC: “Firstly, it s not about problems, it s 
about the strength of friendship. Big 


difference. Laughing is all you can do. 
Worrying is pointless because life is just 
going to keep happening no matter how 
worked up about things we might be. There 
is time for stillness and reflection and 
sometimes grief. But humour is the 
greatest balm of all.” 

DB: “I think if you lose your sense of 
humour its very dangerous. Life is very 
uncertain and your ability to laugh has to 
remain consistent and unbreakable. It 
doesn’t mean you can’t break down or 
really feel everything as it comes.” 

Vogue'. Did you draw on any personal 
experiences with these roles? 

TC: “Yes and no. I just wanted to honour 
the script, which was already so funny and 
sad and human. I guess with every role you 
bring your own perspective and experiences; 
it’s inevitable. I was determined to make it 
as authentic and real as possible out of 
respect and in celebration of those dear to 
me who have passed.” 


DB: “I spoke to women in my life who are 
important to me, who have gone through 
losing their mothers. I wanted my character 
to represent what it’s like to love and have 
lost because Toni would represent the 
person who is dealing with it personally. So 
many people have to keep going once that 
person is gone. It’s so painful for both sides.” 
Vogue: How important is the support of 
a best friend when going through a crisis? 
TC: “I don’t like to burden anyone else 
with my own crap but it is inevitable that 
I’ll talk it out with my best buds. I love and 
respect them, therefore, I obviously value 
their opinions. And beyond all that we can 
still see the absurdity and giggle. I mean, 
life is short, you can’t let things drag you 
down knowing one day you won’t be here 
at all. Life is a mysterious gift!” 

DB: “My friends are everything to me so 
it’s so meaningful to be able to lean on 
them but I also live for the moments I can 
be there for them even more.” ^ 
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Vogue: Do you have friends who are like 
these characters? 

TC: “One of my girlfriends is the absolute 
voice of reason. Always solid and 
supportive and clear, like Jess. I think 
Milly is initially quite selfish. She’s 
charismatic and outrageous and the life of 
the party. I’ve seen those qualities but they 
don’t embody any one individual for me. 
Except Milly, I s’pose.” 

DB: “I based a lot of my character’s 
personality on my friends who are very 
strong and matter-of-fact and stable. I’ve 
been the more emotionally erratic one, but 
as I get older I want to be exactly like them 
all the time; really solid and accountable, 
which is crucial in parenting as well.” 
Vogue: You’ve hoth made some great “girl 
huddy” films. Are they as fun to make as 
they are to watch? How do they compare 
to acting in other genres? 

TC: “It really depends on the individuals. 
Generally, you have a sense of things 
before you start and then, yep, it can be a 
rip-roaring time - so much fun! The people 
on set tend to create the energy no matter 
what the genre, but this particular story of 
two people, platonic love and the richness 
of a lifetime together was heaven to play 
around with and explore. I can’t imagine 
having done it with anyone but Drew.” 



“THE BEST 
FRIENDS ARE 
YOUR ROCK YET 
KNOW WHEN TO 
SPRING INTO 
ACTION AND BE 
SPONTANEOUS” 

DB: “I loved that Catherine [Hardwicke], 
our director, was always encouraging us 
to be our more light-hearted and strong 
selves rather than falling apart all the 
time in the emotional scenes, which is so 
much better. People often make me cry 
when they are capable and holding it 
together. Then when they do break, it’s all 
the sweeter.” 



Scenes from the 
comedy-drama, 
which explores 
friendship in times 
of adversity. 


Vogue: What makes a good friend? 

TC: “You just get each other. There’s an 
easiness, a shorthand. Goodness. 
Admiration. Laughter. Honesty. Shared 
interests help but sometimes polar 
opposites are awesome. Connection is 
elusive and lovely. Who knows what 
ultimately bonds us?” 

DB: “The best friends are grounded and 
your personal rock yet know when to 
spring into action and be spontaneous. Up 
for the adventure. I’d say.” 

Vogue: You are both working mums to 
young children. How are you finding 
the elusive work/life balance? 

TC: “It’s getting easier as the kids get 
older. It’s an ever- changing balancing and 
rebalancing act. We’re all constantly 
learning and evolving, which makes 
aligning and sharing individual growth 
both fun and sometimes stressful. It’s one 
foot in front of the other. I pretty much 
used to always feel guilty! But I’ve learnt to 
be where I am. That’s all anyone can do.” 
DB: “I only act rarely because I want to be 
with my kids all the time. However, I have 
two girls and this story is about two girls, 
so I was inspired to do this. Balance is so 
hard and you just do your very best all the 
time. Funny thing happened though ... 
Toni and my kids became best friends from 
this experience. So life can surprise and 
delight as well!” 

Vogue: You both enjoyed success at an 
early age. How are you enjoying roles 
now you are in your 40s? 

TC: “Drew was a lot younger than me! 
I was dreaming about acting while 
watching her at the movies in E.T. with my 
funny little fourth-grade glasses fogging 
up! I have to say I am mostly satisfied. But 
I think it’s rare for a woman my age. It is a 
big issue of gender imbalance in terms of 
the stories that are being told and for whom. 
I somehow avoided categorisation, which I 
tend to assume has helped with longevity.” 
DB: “I get better as I get older. I like it. 
Bring on the walkers!” 

TC: “Drew is a top chick. I adore her. She 
surprises and inspires me. She is passionate 
and thoughtful and articulate. She’s so 
grounded and funny. I remember on the 
first day of rehearsal together she came in, 
sat down and just poured her ideas out for 
about 40 minutes straight. Nobody else 
spoke. I was super-impressed. And that was 
just the beginning of the ride!” ■ 

Miss You Already is in cinemas in Australia 
from October 8. 
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Outback 
couture . 

p She’s MASTERED a gamut of international 

identities, i^wfCATE WINSLET takes on 
one of the^ toughest: mrdAmtrcdian, starring 
as a who reaps what she sews. 

WORDS: SOPHIE TEDMANSON j 



Oscar-winner 
Kate Winslet in 
a scene from 
I The Dressmaker. 


K ate Winslets Oscar statuette is 
sitting on her desk with a latex 
kitten mask on its head. “I don’t 
know why it s here,” she says with 
a guffaw. “It s usually in the living room . . . 
it s probably something my daughter did 
having a laugh.” 

The actor is in a chatty mood, sitting in 
the study of her home in the south coast of 
England, rummaging through drawers and 
digging out props she has kept as souvenirs 
from her films. “I love my little proppy 
things,” she says. She finds a tin of vintage 
postcards from Paris and an old shoebox, 
gifts from the props department of 
Revolutionary Road\ clapperboards from Iris 
and The Reader (that latter for which she won 
her Oscar in 2009); plus a wrist pincushion 
and a handmade label bearing the title 
“Mademoiselle Tilly Dunnage, Couturier 
de Ville”; the fictional seamstress she plays 
in the new Australian film The Dressmaker. 

Absent is the Singer sewing machine 
Winslet used while playing an Australian 
couturier who returns from Paris to a small 
town to look after her elderly mother amid 
a cloud of gossip. “I miss her! She was a 
beautiful old bird,” she says of the vintage 
machine. “It s being shipped back to me.” 

The Dressmaker is Jocelyn Moorhouse s 
adaptation of Rosalie Hams novel about 
“love, revenge and haute couture set in the 


1950s” and co-stars Judy Davis as Tilly’s 
mother, Hugo Weaving, Sarah Snook and 
Liam Hemsworth. It was filmed in 
Horsham in rural Victoria, where Winslet 
and her family - husband Ned Rocknroll 
and children Mia, 15, Joe, 12, and Bear, 
two next month - set up home during 
filming last year. Winslet, who has just 
turned 40, first came to 
Australia in 1999 to star 
in Jane Campion’s Holy 
Smoke. Part of the appeal 
of returning for The 
Dressmaker., she says, was 
working with Davis. 

“Luckily I’ve always had 
wonderful roles come my 
way and my career has always been driven 
by the creative as opposed to anything else. 
You get to a point in life where all you care 
about is working with great people on 
fantastic material, it’s a dream come true - 
and something I’m grateful for - to have 
opportunities like this one. And it was not 
just working with Judy, but I love Australian 
accents. I’ve worked in Australia before and 
I had a wonderful time ... I have a soft spot 
for that side of the globe.” The Australian 
accent is notoriously hard to master (even 
Meryl Streep has struggled with it), but 
Winslet does it flawlessly on screen (and 
breaks into it during our interview). 


Winslet first shot to world fame as the 
22-year-old star of the hugely successful 
Titanic. Almost 20 years later, she has 
more than 30 film credits and myriad 
awards, including an Oscar win and five 
nominations, to her name. Despite her 
success, she is not shy about pursuing roles. 
While in Melbourne she heard about the 
new Steve Jobs film - 
written by Aaron Sorkin, 
directed by Danny Boyle, 
and starring Michael 
Fassbender - and she 
wanted in. “I thought: 
‘Okay, strike while the 
iron’s hot’; I didn’t care if 
there was an offer for 
someone else, didn’t give a shit,” she says. 
“Hell, I want to be in that film!” 

Afraid producers would not be able to 
picture her as an eastern European woman, 
Winslet set about getting their attention. 
She donned a brown wig, scrubbed her 
face of make-up, took a photograph of 
herself and sent it to producer Scott Rudin. 
“And 24 hours later Danny Boyle flew to 
Melbourne, we had a chat at breakfast at 
7am and he asked me to play the role across 
the table,” she says. “I wanted to be part of 
an incredible project I knew I could give 
something to and which would give me 
remarkable things at the same time.” ► 


“MY CAREER 
HAS ALWAYS 
BEEN DRIVEN 
BY THE 
CREATIVE” 
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TRUE 

BLUE 

Home ties drew LIAM 
HEMSWORTHXo 
his new star role. 



Winslet s drive reflects a trend of women 
in Hollywood demanding equality in both 
pay and creating their own stories. “Its 
true: in your late 30s and into your 40s you 
feel the most powerful, the most attractive, 
sexy, vibrant,” she says passionately. “I do 
feel like that! There are interesting parts 
out there. As we get older we become more 
interesting. We Ve lived more life, gone 
through great highs, great lows. As an 
actor you need that stuff. You need variety 
and diversity in your own personal make- 
up to be able to invent these characters, 
play those parts and experience those 
emotions. Great writers continue to create 
those roles because women become more 
interesting as they get older, as do men. 

She says she “couldn’t be happier” with 
her career thus far. “Look at what I’ve done: 
playing an English person, an American, 
a Russian-Israeli, an Australian, a Polish- 
Armenian. It’s been the most amazing run 
... I think it’s foolish to long for more.” 

Winslet had just returned from a week in 
France with her family when we spoke. She 
says she was overcome by the normality of 
being able to go for a walk and not be 
recognised. “We walked into the local 
village, which was about a 45 minute walk. 
I almost felt emotional about it because those 
are the things that I used to do as a kid . . . 
before I became famous. Now there’s almost 
always someone hovering with an iPhone.” 

Home by the sea in England is another 
escape. “My older kids just went sailing, 
and my husband and I went windsurfing 
. . . it’s fantastic to have that kind of day-to- 
day existence. It’s wonderful to be home.” 
The Dressmaker is in cinemas on October 29. 


Lately, Liam Hemsworth’s cinematic 
world has revolved around dystopian 
societies and aliens. But for his latest 
role, as a good-natured, AFL-playing 
Aussie larrikin, he was able to look closer 
to home for inspiration. 

“This guy really reminded me of 
someone like my own dad or even my 
grandfather - a big-hearted, hard- 
working, kind of quirky Australian guy, 
someone that I really identified with and 
reminded me of many people I grew up 
with,” he says of his character Teddy 
McSwiney in The Dressmaker. 

Working in country Victoria was a big 
attraction in accepting the role, says 
Hemsworth, who grew up on Phillip 
Island, and has not made a movie in 
Australia since he moved to Hollywood 
six years ago. “Being able to come home 
and work in Australia in my own accent 
and really relating to the character, I just 
felt really comfortable,” the actor says. 

Hemsworth has had a dream rise to 
Hollywood stardom, landing a role in the 
hugely popular Hunger Games franchise 
soon after moving to LA. As his star 
power catapulted, so did his celebrity, 
and while instant fame can often have a 


negative impact on stars, Hemsworth 
remains down to Earth. “I’m from 
Australia, that’s why!” he says, putting on 
the most ocker of accents. “I’ve got too 
many good Australian friends around 
me, and my family - all those people keep 
me grounded. I’ve been fortunate enough 
to experience a lot in the past six years 
and see things a lot of people will never 
see . . . but I’m still me and I still have the 
friends I grew up with in high school and 
I have a wonderful family - all these 
things that keep me who I am deep down 
and stop me from losing my head.” 

While Hemsworth has just completed 
another blockbuster. Independence Day: 
Resurgence., he says he is now looking for 
something a little different. “I read 
every kind of script you can imagine, 
but it all depends on where you are in 
your own headspace in life,” he says 
about choosing his roles. 

So where is Hemsworth’s headspace 
leading him now? “I’m looking at things 
in the same vein as The Dressmaker — the 
quirkiness, the lightheartedness, but still 
have really good values and a good story. . . 
nothing too serious - a little less angry, 
mad and sad - whatever that means!” ■ 



ROSMIL HAM’S NOVEL THE DRESSMAKER 


HAS BECOME A CLASSIC, SELLING MORE THAN 


75,000 COPIES IN AUSTRALIA ALONE SINCE IT 


WAS FIRST PUBLISHED IN 2000. TO COINCIDE 


WITH THE FILM ADAPTATION, IT'S NOW BEEN 


RE-RELEASED (DUFFY & SNELLGROVE, $22.99). 
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Dance to a new beat 


Making the LEAP FROM DANCE to film isn’t necessarily a NATURAL 
MOVE. For choreographer Stephen Page, it brought out profound fears. 



really felt I was way out of my depth,” 
choreographer Stephen Page says of 
his nerves at translating one of his 
indigenous dance stories to the big 
screen. “It s scary. I have no idea how this 
film is going to translate out there. Pm so 
in control at Bangarra and maybe that’s 
what I found so frightening.” 

For 24 years Page has been the director 
and award-winning chief choreographer of 
Bangarra Dance Theatre; he was the 2004 
Adelaide Festival director, assistant 
director on the musical feature Bran Nue 
Dae; and director of the short adaptation of 
Tim Wintons short story Sand for 2013 s 
The Turning series. But a feature film is 
another beast altogether, and Page had 
been feeling decidedly anxious since 
filming wrapped on his debut feature, 
Spear, earlier this year. But his nerves 
abated when producer Robert Connolly 
received an email from Jane Schoettle, the 
senior programmer at the Toronto 
International Film Festival, saying she 
would like to program it. 


“She had just watched Spear and had 
never seen indigenous stories told like this 
from Australia and thought the film was 
a new way of [merging] the contemporary 
and the traditional. She really got it,” says 
Page, his relief still palpable. 

Spear is an exquisite production that 
explores what it means to be indigenous in 
21st-century Australia, and all the tragic, 
beautiful and provocative 
truths that go with that. 

The film is told through the 
eyes of Hunter Page- 
Lochard, Pages son and a 
stage and screen actor 
whose star is rapidly on the 
ascent. He joins an 
ensemble cast that includes 
Mystery Road and Jack 
Irish's Aaron Pedersen, 
cultural elder Djakapurra 
Munyarryun and many of the Bangarra 
dancers, among others. 

Scripted, rehearsed, shot and edited in just 
over 12 months on a minimal budget of 


around $1 million, Spear is a triumph on 
many levels. Commissioned by the 2015 
Adelaide Film Festival, Spear was inspired 
by Pages 2000 stage work Skin, which he 
choreographed for the Olympic Arts Festival 
and was one of Bangarra s first black political 
works. One section explored the challenges 
for Aboriginal men across the generations 
and the disconnect between traditional 
and contemporary life. The 
production featured then 
emerging actor Wayne 
Blair, now a celebrated 
director for his work on The 
Sapphires and the upcoming 
feature film Septembers of 
Shiraz, as well as the singer- 
songwriter Archie Roach, 
Munyarryun and a then 
seven-year-old Hunter in 
his stage debut. 

Skin was a critical success and now, 15 
years later, it has provided the inspiration 
for Pages first foray into feature films. 
“I wanted to look at mens business, male ► 


“IT’S SCARY. 

I HAVE NO 
IDEA HOW 
THIS EIEM 
IS GOING TO 
TRANSEATE 
OUT THERE” 
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initiation and how that’s surviving in the 
21st century,” Page says. “We wanted to 
keep the same issues from the play, where 
each character had a social story to tell, 
whether it was substance abuse or physical 
abuse; a foot in each world politically. They 
weren’t really celebratory issues but 
Hunter’s character brings a sense of hope.” 

Shot as a series of chapters and largely told 
through the language of dance, Spear is 
highly original. From a visual point of view 
it’s like a living, breathing work of art, shot 
on locations as diverse as the stark charcoal 
rocks of Bombo on the New South Wales 
coast to the raw red beauty of Arnhem Land. 

Page and his team searched in vain for 
films of a similar genre, from the 2011 
documentary Pina about avant-garde 
German choreographer Pina Bausch, to 
what Page calls “contemporary dance films” 
such as Magic Mike and Step Up. But the 
reality was that there wasn’t a film like it. 

“The more I started to worry the more 
I kept thinking: Ts this going to be 
accessible? Do I want to make it accessible 
or just be honest to the spirit of the process 
of it?”’ Page says. “So I stopped worrying 
about the outcome.” 

For a non-indigenous audience, Spear 
affords a glimpse into sacred customs and 
rituals. The film is both confronting and 
tragic, tackling issues such as substance 
abuse and suicide. It has an extra layer of 
poignancy when you consider Page lost his 
beloved little brother - the charismatic, 
gifted dancer Russell Page - to suicide in 
2002. Spear is also laugh- out-loud funny 
and ends on a dignified, celebratory note. 

In addition to its international film 
festival screenings, Spear will show at the 
Sydney Festival in January next year, and 
on the ABC in the new year. “Rob rang to 
tell me all these film festivals were 
interested. He said: ‘Stephen, this is going 
to change your life,”’ Page says, chuckling. 

With a big season planned for 2016 to 
commemorate his 25th year with Bangarra, 
Page isn’t looking for a life change just yet. 
But nor is he ruling out another film. “To 
do another film I’d need to work out what 
it was: the same new hybrid form or 
something more dramatic, whatever that 
may be. I did like the taste of it, even 
though it was quite gruelling.” 

premieres at the Adelaide Film Festival 
on October 18 (www.adelaidefestivaLcom.au) 
and will be shown at Sydney Festival on January 
23 and 24 (www.sydneyfestival.org.au). 



Page-Lochard and 
Nicola Sabatino 
in a sensual duet 
of renewal. 


i 
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She built this city 

ARCHITECTURE is, in maiw ways, still a mans world, 
but here are three women leading the charge for CHANGE 
via impressive CVs of visionary, award-winning DESIGNS. 

WORDS: JANE ALBERT 


f there is a defining principle of British 
architect Amanda Levete s practice, it is 
to expect the unexpected. Levete and 
her team are behind such buildings as 
the award-winning sci-fi-esque media 
centre at Lord’s Cricket Ground; 
the Selfridges department store in 
Birmingham; and the Comme des Gar 9 ons 
stores in New York, Paris and Tokyo. 

Now she has her sights on Melbourne’s 
MPavilion space, one of a number of new 
designs on Australia’s eastern seaboard 
being shaped by three world-class female 
architects. She is joined by Dame Zaha 
Hadid, who was tapped for two residential 
projects on the Gold Coast; and Kazuyo 
Sejima, partner with Ruye Nishizawa in 
Tokyo outfit SANAA, who are overseeing 
the Art Gallery of New South Wales’s 
(AGNSW) Sydney Modern expansion. 
All promise to push the boundaries of 
design and prompt further conversation 
around architecture in the 21st century. 

Now in its second year, the annual 
MPavilion event was inspired by the 
Serpentine Pavilion Gallery in London’s 
Hyde Park, and commissions a temporary 


outdoor structure at the Queen Victoria 
Gardens that later moves permanently to 
the gardens of the Hellenic Museum. 
Naming Levete as the winner of this year’s 
commission, which will be on display until 
February 2016, founder and MPavilion 
judge Naomi Milgrom highlighted 
Levete’s knack of exploring new materials, 
new techniques and new ways to approach 
architecture. “I share her desire to ignite 
cultural impact and urban renewal through 
architecture,” says Milgrom, who was 
recently appointed commissioner for 
Australia at the 2017 Venice Biennale, and 
whose foundation has committed to co- 
funding the project for a further two years. 

Levete’s concept resembles a delicate 
translucent forest canopy that moves in the 
wind, creating soft, dappled light and 
shelter to those underneath it. Amplifiers 
hidden in the canopy will augment the 
sound of the wind and pick up on ambient 
sounds or background music, creating an 
intimate amphitheatre for the 120 or so 
visitors who can sit and enjoy the space. 

“It’s a wonderful opportunity to explore 
something you’re not able to do with 


a building; that was one of the driving 
ideas behind what we’ve done,” Levete says 
from London. One aspect of her work is 
collaborating with local creatives. For 
MPavilion, Levete and her firm AL_A 
have partnered with high-tech components 
specialists MouldCAM and engineering 
company Arup. “They were up for 
experimenting and exploring and that’s 
what this whole process has been: achieving 
a design through trial and error,” Levete 
says. “We’ve pushed techniques to the limit 
in order to create this fragile canopy of 
translucent petals that will provide some 
degree of shade but still have the sky and 
sun visible through them.” 

Informing Levete’s practice is the belief 
that urban design must exploit what she 
calls “lost spaces”, reappropriating them 
for public use. “It’s not just about designing 
a structure; you have to think beyond the 
building. What’s important in cities is 
creating places for people to gather, to 
allow new and unexpected venues. The 
areas above, below and around buildings 
are such important parts of architectural 
thinking.” She cites two of her firm’s ► 
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Designed for the modern laundry. 
Fisher S Paykel SmartDrive™ 
washing machines and matching 
dryers not only look great hut 
also offer large capacity, easy 
installation, robust construction 
and high performance. Best of 
all^ your laundry can now look as 
beautiful as the rest of your home. 




current projects as examples: the 
refurbishment of the Victoria & Albert 
Museum with its new galleries and the 
world s first outdoor porcelain courtyard; 
and a cultural centre in Lisbon that will 
include a rooftop space for gatherings and 
movie screenings, with the waterfront and 
old city providing a beautiful backdrop. 

AGNSW director Dr Michael Brand 
says SANAAs proposal to celebrate the 
surroundings was an intelligent inclusion 
in their plans for the $450 million 
expansion. The duo, who were awarded the 
Pritzker Architecture Prize in 2010, are 
renowned for their work on Manhattan’s 
New Museum of Contemporary Art and 
the Louvre Lens museum in northern 
France. Their AGNSW design proposes 
cascading platforms of sandstone and glass 
expanding from the gallery out towards 
the harbour, linking the Domain, 
Woolloomooloo and Botanic Garden. 

“We felt their concept was almost a 
perfect balance of being bold and powerful 
but also very subtle and elegant, and really 
worked with the site. It’s not just about 
being respectful of the site, it also gave us 
indoor/outdoor exhibition spaces,” says Dr 
Brand, who has overseen the expansion of 
the Virginia Museum of Fine Arts and the 
J. Paul Getty Museum in Los Angeles. Just 
as Levete is doing, SANAA is collaborating 
with local firms, including Architectus and 
landscape architects McGregor Coxall. 

Dame Zaha has not one but two 
proposed developments in Queensland 
with property developer Sunland. The 
most recent, announced in June, is for a 
$600 million redevelopment of Mariner’s 


Cove on the Gold Coast to include two 
residential towers, a boutique hotel, art 
gallery, museum and sculptural garden. 
The other is a residential tower on the 
Brisbane River, and is currently before the 
state’s Planning and Environment Court. 

As rewarding as it is to celebrate the 
work of three world-class female architects, 
there is no denying the gender disparity in 
the world of architecture. Recent research 
suggests while 40 per cent of architecture 
graduates in Australia are women, 80 per 

“IT’S TOUGH BEING 
AN ARCHITECT: 

IT’S VERY 
COMPETITIVE 
AND YOU HAVE TO 
BE DEDICATED” 

cent of practising architects are men. 
Australia has successful female architects, 
such as Kerstin Thompson, whose house at 
Hanging Rock won the Robin Boyd 
Award; Architectus’s design director 
Elizabeth Watson Brown, who ran her 
eponymous firm for 21 years; Rachel 
Neeson of Neeson Murcutt Architects, 
who worked with Sue Barnsley Design on 
the Prince Alfred Park Pool redesign in 
Sydney; and Durbach Block Jaggers 
director Camilla Block, whose triumphs 
include the University of Technology 
Sydney Thomas Street Building. 

However, the gender inequity remains 
and there are those who lament an industry 
that is still unsympathetic to working 


mothers. “The simple story is that the 
proportion of women in the profession has 
been increasing dramatically but nowhere 
near the rate of graduates, so women are 
leaving the profession at a much higher 
rate than men,” says Justine Clark, editor 
of online architectural forum Parlour. 
“The problem is complex so, of course, the 
solution is also complex, but it’s important 
for architects to see other successful women 
architects, to see you can have a career.” 

It is a situation Dr Brand has noticed 
with museum architecture practitioners, of 
which fewer than 50 per cent are women. 
“[For AGNSW] we wanted a diversity of 
scale of practice, including geographic 
location and to make sure we were doing 
everything we could to make sure women 
architects were in the mix. It would have 
been inappropriate to say the winner had to 
be a woman [but] when it worked out that 
Sejima was part of the winning design, it 
was just another piece of great news.” 

When asked for her thoughts on the 
underrepresentation of working female 
architects, Levete sighs and chooses her 
words carefully: “If you look at the 
architecture profession it is still very male 
dominated. And yet in my office we have 
50:50 [women and men]. It’s a big question. 
It’s very tough being an architect: it’s very 
competitive and you have to be dedicated. 
As a profession I think we have to find 
a way to make it more feasible for mothers 
to come to the profession; in architecture 
we haven’t quite got there. And obviously 
because there are fewer women you have to 
work that much harder. But I think it’s 
improving all the time.” ■ 
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DARLING ISLAND 


There’s a place where rich heritage 
meets glorious future — and the city 
and harbour become yours. 

It s called The Revy. 

* 

8 DARLING ISLAND ROAD. SYDNEY 


To discover how The Revy will redefine 
waterfront living in Sydney, call 1800 852 088 

TheRevy.com 
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IN FULL BLOOM 

Few things can improve on the perfect beauty of 
nature. The Jewelled Garden collection by David 
Michael does it with flair. Pieces include the 
beguiling Antique Rose dress ring (pictured), made 
with a heady mix of precious gems. The collection 
is available exclusively from J Farren-Price, Sydney: 
(02) 9231 3299; www.jfarrenprice.com.au. 


SKIN !?WER 

Rich in highly active botanicals and skin-boosting 
vitamin A peptides, the Opulence collection by 
Intraceuticals is brightening, anti-ageing skincare 
at its best. The range is designed to address the 
specific concerns of hyperpigmentation and sun 
damage. For more information on the full range, 
visit www.intraceuticals.com. 
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FIRM 

POLICY 

Adding to LPG s existing 28 
Lipomassage procedures, the 
new Cellu M6 boasts a 
patented head proven to soften 
fatty tissue, eliminate excess 
water retention and boost 
circulation in the skin, 
delivering noticeable results. 
Better yet, sessions are just 
15 minutes long. For more 
details, call (07) 3393 9342 or 
visit www.lpgsystems.com.au. 


HOPE • 
SPRINGS 

Celebrating life and symbolising hope for 
the future, the delicate Offspring pendant 
from Georg Jensen is a beautiful way to 
help support the life-saving work of the 
Ovarian Cancer Research Foundation. 
Created by American designer Jacqueline 
Rabun, the pendant is made of sterling 
silver and retails for $195, with $50 from 
each sale donated to the foundation. 
Available for purchase in-store and 
online atwww.georgjensen.com. 


A THE 
• CHAIN 
GANG 

ELEVATE YOUR EVERYDAY CARRY ALL 
WITH A STYLISH BAG FROM CALVIN 
KLEIN. CRAFTED FROM SOFT LEATHER, 
THE SAFFIANO TOTE, $339, IS DESIGNED 
TO TAKE YOU FROM GOFFEE TO 
GOGKTAILS, AND FEATURES ALL THE 
HALLMARKS OF THE LABELS SIGNATURE 
SOPHISTIGATION WITH A TOUGH OF 
TOUGH GITY GLAMOUR GOURTESY 
OF THE SILVER HARDWARE AND 
GHAIN LINK AND LEATHER STRAPS. 
PERFEGTLY SHAPED FOR LIFE ON THE 
GO. VISIT WWW.GALVINKLEIN.GOM. 
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Preparation is key - an 
overworked phrase but one that 
rings true when it comes to an 
immaculate complexion. Any 
make-up artist will testify that 
flawless skin is mostly down to 
prep work and that a sweep of 
foundation merely adds polish. 
Chanel make-up artist Victoria 
Baron achieved a modern glow 
on model Kia Low by first 
applying Chanel Lait Confort 
Creamy Cleansing Milk, $56, 
for intense hydration, following 
with Hydra Beauty Micro 
Serum, $132. Finish by 
prepping the skin with Hydra 
Beauty Nutrition cream, $108. 

A veil- thin covering of 
Vitalumiere Aqua foundation, 
$77, evens out skin tone. 
Lover dress, $595. TY-LR shirt, $170. 
Chanel Boy.Friend watch, $15,960, 
from the Chanel boutiques. Model’s 
own earrings, worn throughout. By 
Charlotte cuff, $155, and bracelet, 
$220. All prices approximate: 

details last pages. 


Modern make-up is PARED BACK 

againstthe CLASSIC LINES of Chanel’s Boy.Friend 
timepieee and the nonehalanee of Freneh dressing. 
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UNDONE, NATURALLY 


Nothing offsets an outfit quite like 
effortless hair. Although up-dos 
have typically stuffy connotations, 
a modern take looks windswept- 
bordering-on-messy. Make friends 
with a powdered texturiser sprinkled 
through the mid-lengths to ends and 
work through with your fingertips. 
For the roots? Apply dry shampoo for 
texture and body, taking care not to 
over-manage strands. Less is more. 

Chanel jacket, $23,550, shirt, $3,000, and 
Boy.Friend watch, $15,960, from the Chanel 
boutiques. Alexa Chung for AG skirt, $300. 
On right hand: antique ring, $3,200, from 
Kalmar Antiques. On left hand: By Charlotte 
cuff, $155, and bracelet, $220. Kirstin Ash 
ring, $100. Alinka ring, $900. 






THE EYES HAVE IT 

Although typically reserved 
for the evening, smoky eyes 
can be an appropriate daytime 
addition when paired with 
denim and minimal accessories. 
The trick is to pay careful 
attention to the lower lash lines 
by smudging Le Crayon Yeux 
in Brun-Cuivre, $44 - the 
chocolate hue will save them 
from looking overdone. Baron 
achieved a natural tone on 
lids by dusting Les 4 Ombres 
eyeshadow in Tisse Rivoli, 

$98, and finished with lashings 
of Le Volume de Chanel 
Mascara in Noir, $52. 

Chanel jacket, $9,870, and Boy.Friend 
watch, $15,960, from the Chanel 
boutiques. Nobody Denim shirt, $250. 
On right hand: antique ring, $3,200, 
from Kalmar Antiques. On left hand: 
Sarah & Sebastian ring, $195. Petite 
Grand rings, from $79. 
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ROSE TINTED 

When clean lines and 
layering play a starring role, 
the best accessory is 
make-up that at once says 
flawless and youthful. Baron 
lightly sculpted cheekbones 
in Les Beiges Healthy Glow 
Sheer Blush Colour Stick in 
20, $71, for a healthy 
radiance. As for lips, they 
should appear natural, 
so steer clear of lipstick 
(particularly matt shades) 
and opt for a sheened tint 
like Hydra Beauty 
Nourishing Lip Care. 
A swipe of Le Vernis 
in Precious Beige, $39, 
complements the look. 

Ellery dress, $1,750. Chanel shirt, 
$3,000, and Boy.Friend watch, 
$15,960, from the Chanel 
boutiques. By Charlotte cuff, 
$155. Kirstin Ash ring, $100. 

Alinka ring, $900. 
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BE BOLD 

Lace trimming and bows, the 
hallmarks of feminine dressing, 
are here perfectly balanced 
by the classic lines of Chanel’s 
Boy. Friend timepiece and the 
boldness of a defined brow. 
Apply feather-light strokes in 
the direction of the hair, using 
Crayon Sourcils Sculpting 
Eyebrow Pencil in Brun 
Naturel, $45, and brush out 
with the spooley to create 
a sharp but natural effect. 

Christopher Esber dress, $990. 

Chanel skirt, $28,040, and Boy.Friend 
watch, $15,960, from the Chanel 
boutiques. On right hand: antique ring, 
$3,200, from Kalmar Antiques. On left 
hand: Sarah & Sebastian ring, $195. 
Petite Grand rings, from $79. By 
Charlotte cuff, $155. 

Hair: Koh 

Make-up: Victoria Baron for Chanel 
Manicure: Jocelyn Petroni for Chanel 
Model: Kia Low 
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5 INDULGE OCCASIONALLY 

Eat for fuel 80 per cent and pleasure 
20 per cent of the time. A few indulgences 
wont shift your weight dramatically. In 
fact, having a cheat meal once a week has 
been proven to help you maintain habits 
over the long term. 

5 GO PURE 

Reduce the amount of toxic 
chemicals you ingest as much as possible. 
This means opting for organic foods and 
skincare. Higher levels of toxicity can have 
a direct impact on your hormone levels, 
which can make it harder to lose weight. 
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4 Fake it till 
MAKE 

Self-tanning guru James Read's 
foolproof leg-sculpting tan: 

• Day one. Apply self-tan using a tanning 
mitt. Apply a light, even layer, wait 30 
minutes, then apply a second layer 
• Day two. Spray down the front of 
your legs with a bronzing mist. Leave it 
on for three hours, then shower 
• Or use a gradual tan mixed with 
moisturiser. Apply using a make-up 
brush to the front of your legs. Also 
leave on for three hours. 

• Use a matt bronzer down the front of 
the legs for an even more sculpted finish. 


Hot ticket 

With warm weather and long days on the beaeh just 
around the corner, here are the INSIDER secrets to 
looking and feeling your BEST this^ummer. 


WORDS: EMMA STRENNER 4 


BODY BLITZ 

With a few tricks, you can find 
yourself reaching your hody- 
beautiful goals far sooner. 

INVEST IN TIME 

Celebrity trainer Dalton Wong, who 
gets A-listers like Jennifer Lawrence and 
Amanda Seyfried into shape, says: “Shift 
your focus from the weight you want to 
lose to the time you spend doing the 
exercises. It s called time under tension; the 
longer your muscles are working the more 
fat your body will burn.” 

WORK THOSE LEGS 

Wong says: “If you want to burn 
fat from the whole body then opt for 
exercises that work the leg muscles, such as 
deadlifts, squats and step-ups then leg 
extensions or curls.” 


Quiek-fix 
body DETOX 

Beauty guru Nichola 
Joss, who gets 
celebrities red carpet-ready, 
offers tips on detoxing, 
slimming and contouring legs. 

• ‘‘Sitting down with legs up, 
start massaging the ankle and 
work up the calf towards the 
knee. Using the hand, gently 
squeeze using a pumping 
motion to remove fluid 
retention and firm muscles.” 

• ‘‘Do the same around the 
thigh using firming body butter” 

• ‘‘Doing 20 squats every 
morning will also help to 
maintain strong muscles.” 


STAMP OUT SNACKS 

Write down every single thing that 
passes your lips so you can see what you 
actually consume. This has a huge impact 
on cutting out the emotional eating. 

8 METABOLISM BOOST 

Drink a coffee 30 minutes before 
a workout, to boost your metabolism. 

DIFFERENT STROKES 

Embrace swimming as your exercise 
of choice. By mixing up strokes you can hit 
every area of your body: freestyle for cardio 
work and shoulders, backstroke for triceps 
and back muscles, and breaststroke for 
inner thighs and hips. 

GO FOR COLD 

Drink your water refrigerated 
instead of at room temperature. It takes the 
body longer to warm it up, thus burning a 
few more joules. ^ 
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SKIN LOSES VOLUME WITH AGE 

GET PLUMPER, FULLER SKIN, WITHOUT INJECTIONS 


BECAUSE YOU’RE WORTH IT. 

NEW 



Naomj Watts 


REVITALIFT 


LUXURIOUS 
VELVETY TEXTURE 


REVITALIFT 

FILLER [HA) 


■ SCIENTIFIC BREAKTHROUGH 

THE 1ST highly concentrated HYALURONIC 
ACID RANGE FROM L’OREAL PARIS. 



■ CLINICALLY PROVEN 

FULLER, PLUMPER, FIRMER LOOKING 
SKIN AFTERS WEEKSf 
26% INCREASE IN SKIN PLUMPNESSf 
FACIAL VOLUME IS VISIBLY RESTORED. 


L'OREAL 

PARIS 


FROM AUSTRALIA’S #1 ANTI-AGEING SKINCARE BRAND' 

lorealparis.com.au 


-I Her [HA] Revolymizing Day women. 

07/14 to Ofi/lSi Lfnit & Total L’Ore^l Ports Anti-Ageing Skincare 
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Make-up SWAPS 

Switch your foundation for 


11 

■ I a tint that treats the skin. No 

^ Foundation Foundation Serum 

from Perricone MD ($80) is the perfect 
lightweight formula that gives the skin 
an even, soft-focus finish while boosting 
radiance. A one-shade-fits-all wonder. 


1 O GO FOR ORANGE 

_L Red nails and nail art ran amok 

on the catwalks this season, but for 
summer, there’s nothing more emotive 
than a flash of orange. Psychologists have 
found that the colour orange triggers 
calming impulses in the brain. 


MAKE-UP 

Summer is the time when you 
can pare back your make-up 
regimen and embrace a more 
natural look. But it doesn’t 
mean you have to compromise 
on the glamour stakes. 


EMBRAGE DEWY 

Keep a facial spritzer in your 
bag. As well as hydrating your skin on the 
go, it adds a healthy dewy finish to the skin 
that injects a little life into make-up. 

SKIN 

Aside from sunscreen, here are 
a few extra steps to help keep 
your skin primped all summer. 

TZL PRECIOUS OILS 

An oil-based cleanser, such as 
Shu Uemura High Performance Balancing 
Cleansing Oil ($36) or Shiseido After Sun 
Ultimate Cleansing Oil ($41), cleanses 
skin but doesn’t strip natural oils. 

ZINC TO HEAL 

Boost your zinc intake with a 
tablespoon of chia seeds on yoghurt, cereal 
or in a smoothie each morning. Zinc has 
anti-infiammatory and healing properties. 

BEST FOOT 

For ongoing great-looking feet, 
book in for a pedicure every three weeks. 


HAIR 

Your locks can be one of the 
biggest tell signs when it comes 
to being summer ready. Get 
your texture and colour into 
tip-top condition. 

BIG SQUEEZE 

A ponytail is a summer mainstay, 
but Anthony Nader of Raw Salon advises 
going easy on your strands to avoid 
breakage. “Don’t go too tight like you’re 
squeezing the life out of a wet towel. Just 
loosen the tension a little.” 


HOME TREATMENTS 

Lather Kerastase Nutritive 
Masquintense Fins Irisome ($60) into 
towel-dried hair and rinse after five 
minutes for an intensely nourished mane 
ready for the elements. 

SUPER BLONDES 

Adam Reed, co-founder of 
London celebrity hair salon Percy & Reed, 
says: “Brew a pot of chamomile tea and 
take it with you to the beach in a bottle. 
Run this through your hair to bring out 
brighter shades.” ■ 


The beachv KNOT 


y 

thia 


B ■ BA simple go-to that keeps Fiair out of the 
■ W face as temperatures rise. 

• Apply mousse and rough-dry the hair 

• Add texturising spray through to the ends. 

• Split the hair into two sections at the back of the head. Take 
one section in each hand, knot the hair together like a shoelace 
and leave ends hanging loosely. 

• Keep the knot in place with a few bobby pins (not too many) 
to give the hair a natural, loose-looking finish. 
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Volume 

CONTROL 


It s time to target the signs of a 


eing 


with the super-effective L’Oreaf Paris 
Revitalift Filler ^FIA^ skincare range. 

A giowing, youthful look is high on most 
women s beauty wish list, but if you only 
target some of the signs of ageing, such as 
wrinkles and lines, you’ll miss out on one 
of the latest skincare advances. 

As skin ages, it loses volume, which leads to 
sagging, “deflated” skin, making wrinkles and lines 
all the more obvious. To replenish your skin’s volume, 
L’Oreal Paris, the world’s leading anti-ageing brand, 
has drawn on 35 years of expertise to create a 
premium range inspired by a popular anti-ageing 
cosmetic procedure, hyaluronic acid injections. 

It’s simple to turbo-charge your skincare routine 
with two products: the high-tech L’Oreal Paris 
Revitalift Filler [HA] Revolumising Serum, $49.95 
(right), and Revitalift Filler [HA] Revolumising 
Anti-Ageing Day Moisturiser, $44.95. Both contain 
ultra- concentrated hyaluronic acid to help plump the 
skin and the moisturiser also has flbroxyl, which 
works to Arm and restore volume. 

Here, L’Oreal Paris consulting dermatologist. 

Dr Shobhan Manoharan, who is also director of the 
Brisbane Skin and Westside Dermatology Group, 
talks about everyday skin issues, the latest skincare 
trends and the Revitalift Filler [HA] range. 

What are the most common skin concernsf 

“The most common ones I come across are in regards 
to tone, texture, wrinkles and pigmentation.” 

What are the major skincare trends? 

“Preventative skincare, from choosing products 
with vitamins A, B and C, alpha hydroxy acids and 
hyaluronic acid to the rigorous use of sunscreen. This 
not only minimises the signs and speed of ageing but 
also signiflcantly reduces the risk of skin cancer. 

“Low downtime procedures. The technologies have 
improved such that we can now provide reliable results 
with little or no downtime.” 

What makes the Revitalift Filler [HA] range special? 

“Hyaluronic acid, a natural component of the skin, is 
involved in hydrating and plumping the complexion. 

In the Revitalift Filler [HA] Revolumising Serum, 
L’Oreal Paris has formulated a fragmented hyaluronic 
acid, which penetrates the epidermis (the uppermost 
layer of the skin) in a high-enough concentration 
to be efflcacious. 

“This results in the further formation of hyaluronic 
acid within the epidermis, improves the protective 
barrier of the skin, encourages hydration and, in 
short, plumps the skin.” 
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PLUMP IT UP 


The way skin ages is influenced by a range 
of factors, including nutrition, hormones, 
the environment and stress. As the levels of 
hyaluronic acid - a water- attracting substance 
in the skin - decrease as we age, facial features 
lose volume, especially in the key areas of the 
cheeks and jawline. In clinical testing, women 
reported that using the L’Oreal Paris Revitalift 
Filler [HA] range resulted in a reduction of 
wrinkles and skin appeared plumper. 



“A PREVENTATIVE SKINCARE 
ROUTINE CAN MINIMISE THE 
SIGNS AND SPEED OE AGEING” 

DR SHOBHAN MANOHARAN, CONSULTING 
DERMATOLOGIST FOR L’OREAL PARIS 


For more details^ visit v)vov).lorealparis,com,au. 


L'OREAL 


PARIS 





BEAUTY does love a buzzword and “inflammaging'is one we can’t ignore. 
VOGUE investigates the skins latest enemy and the NEW PRODUCTS that fight it. 


WORDS: REMY RIPPON 


T he corporate and beauty worlds 
have more in common than one 
would think. Aside from the 
power of wearing a statement 
red lipstick in the office or a confidence- 
oozing fragrance in the boardroom (chypre 
fragrances are said to convey authority), 
both realms share a fondness for a 
buzzword or catchphrase, basically any 


jargon that says: “I’m part of the pack.” 
Phrases doing the corporate rounds include 
“pow-wow” (a quick meeting, also known 
as a “stand up”), “drumbeat” (a timeline of 
events), and one familiar to most of us: 
“reaching out” (sending an email). 

In beauty, “infiammaging” emerged as a 
buzzword more than 10 years ago to 
describe an ageing process, but it has 


steadily made its way into the beauty 
vernacular. And for good reason. 

The body’s inflammatory response 
function is as important as it is complicated. 
Herve Debacque, Asia-Pacific regional 
marketing director for Parfums Christian 
Dior, outlines the process. “Usually 
infiammation is useful,” he says. “When 
you have a wound you will have an ► 
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SUKI HAIRDRESSING ARE THE BLONDE SPECIALISTS 
BOOK IN AND SHINE AS A BRILLIANT BLONDE 
2 OCEAN ST, NEWCASTLE NSW, 2300 | 02 4929 5077 | WWW.SUKI.COM.AU 

FOR MORE BLONDE INSPIRATION VISIT BLONDE.LOREALPRO.COM.AU 
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inflammatory reaction with two phases: 
the first one being more a destructive phase 
to remove the damaged tissue after you’ve 
been injured, and the second phase, the 
repair phase, that takes over. With 
chronic microinflammation [the root of 
inflammaging], we’re talking about the 
succession of only the destructive phase, 
without the repair phase.” 

Inflammaging is like a Are blazing inside 
a building. While there may be no 
indication to the outside world of the 
internal chaos, eventually the structure is 
destroyed. “First it will lead to the 
destruction of some of the major proteins 
in the skin that are also the source of the 
architecture of the skin,” Debacque 
explains. “Then it 
will lead to a change 
in the appearance, 
texture and colour . . . 
that is, the 
immediate visible 
appearance of the 
skin.” At this point 
the cellular function 
deteriorates and the 
skin’s ability to self-repair slows down. 

Some of the theories put forth as to 
why inflammatory responses occur are 
controversial in the beauty industry. There 
has been speculation that treatments 
including lasers, peels and even exfoliating 
may actually irritate the skin and 
contribute to inflammaging. Whether 
this means we should immediately cancel 
our monthly peels remains debatable, 
however, one factor proven beyond a 
doubt to encourage inflammation is UV 
damage. (And as we all know, protecting 
our skin from sun damage should always 
be a priority, especially with summer on 
our doorstep.) 

Interestingly, although the term 
inflammaging isn’t new, products specifically 
tackling the issue haven’t yet flooded the 
market. Why? Well, inflammaging is 
a stealth operator, which makes it hard to 
treat. Not only is the process difficult 
to research, it’s also difficult to detect. 
Thankfully though, there has been a 
research breakthrough in understanding 
the process. A recent joint study by 
Christian Dior with experts from Saint- 
Louis Hospital in Paris identified two key 


early warning signs of inflammaging. 
Edouard Mauvais-Jarvis, Dior scientific 
communication director, says one of these 
signs is the presence of the signalling 
protein interleukin 8 (IL-8), “a messenger 
of inflammation and a marker of 
aggression”. The other is the occurrence of 
desmoglein - “a structural protein, which 
is a marker of defence”. 

For a 21st-century analogy, IL-8 is the 
message that pops up on your iPhone to 
tell you your battery is running low, and 
desmoglein is the charger that makes sure 
you’re always topped up. 

“We have completely renewed our idea of 
inflammaging because we have narrowed 
our results and now know the indicators we 
need to evolve,” says 
Mauvais-Jarvis. 

As a result of the 
study, Dior has 

created a revolution 
in the inflammaging 
skincare market with 
the addition of two 
products to its 

Prestige range: 
Le Nectar and Le Creme. The core 

ingredient of Prestige, Rose de Granville 
(named after a rose from the grounds of 
Christian’s Dior childhood home in north- 
west France), remains the hero, but has 
received a makeover. In this advanced 
formulation, nectar was sourced from this 
rose cross-bred over seven generations, 
creating a more resilient flower that 

releases an ultra-potent nectar and is more 
efficient in cosmetic use. “We have twice 
the concentration of the nectar in 
the serum, and then we have the cream 
that will bring soothing comfort. They 
complement each other,” says Brigitte Noe, 
director of development and innovation at 
Parfums Christian Dior, highlighting the 
brand’s focus on combining efficacy and 
a sensory experience in its products. 

Using the serum and creme in tandem 
helps minimise inflammation, rebuild cell 
architecture (providing a youthful glow) 
and regenerate skin cells. “This nectar, for 
the first time, allows us to have an 
extraordinary power on two key markers of 
inflammaging. Not only have we been able 
to decrease the level of IL-8, decreasing 
the level of aggression that leads to a lack 


“WITH TWICE THE 
CONCENTRATION 
OF NECTAR IN 
THE SERUM AND 
CREAM TO BRING 
COMFORT” 


of skin regeneration and repair, but at the 
same time we have increased desmoglein, 
which rebalances the structural resistance 
of the skin,” says Mauvais-Jarvis. 
Buzzwords aside, the real test is seeing 
your reflection in the mirror, because it’s 
those visible markers that tell the story: 
fading hyper-pigmentation, clearer skin, 
less prominent lines. And it’s results like 
these that tell you the Are burning beneath 
is more of a smoulder than a blaze. ■ 


COMING UP ROSES 



• The core of Dior Prestige, 
Rose de Granville nectar is 
as rare as it is remarkable. 

• The rose is found on the 
grounds of Christian Dior’s 
childhood home in France. 

• The original rose was cross- 
bred seven times to create 

a more resilient flower for 
cosmetics use. 

• Cross-breeding ensures it 
has many active molecules. 

• The rose, which blooms 
several times per yean is 
picked by hand. 

• To extract the molecules, 
each rose is frozen and exposed 
to ultrasound waves that 
rupture the cell membrane. 
The released molecules form 
the nectar, which 
is 40 times more 
concentrated than the 
unprocessed flower 

Dior Prestige Le 
Creme, $430; and 
Le Nectar, $440. 


158 - NOVEMBER 2015 


EDWARD URRUTIA 

ALL PRICES APPROXIMATE DETAILS LAST PAGES 




Sfn^th 


Smooth 
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■Smooth. 


JOHN FRIEDA 


The John Frieda brand was the first to fight frizz. Now we can end it*. 
Introducing the Forever Smooth range that actually works within the 
structure of the hair. For the first time ever, hair is truly immune to frizz. 


f ir*!* 

SHAMPOO 


COhOTIOMEn 


^with continuous use 


©2015 Kao Australia Pty Ltd 
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Outside 
the box 

What HAPPENS when you 
combine Steven Kleins 
provocative photography 
with the mahe-up brilliance 
oi FRANCOIS NARS? 

3 


WORDS: REMY RIPPON 

f a beauty launch party is a precursor to 
a collection, then Nars and photographer 
Steven Kleins soiree to celebrate their 
make-up collaboration was no anti- 
climax. Uncensored, titillating and 
provocative, the launch featured scantily 
clad drag queens (with impeccably 
smudged eyeliner, of course), men dressed 
only in fishnets and four-inch patent heels, 
and three masked women. Had the 
invitation added a dress code it would have 
read “clothing optional”. Anyone perusing 
such an event s images later at work might 
arouse the suspicion of HR. 

However, who would expect anything 
less from fashion’s photographic 
wunderkind? The man behind of the lens 
of history-making fashion editorials; who’s 
known for taking cookie-cutter celebrity 
portraiture to new heights. For Klein, it 
seems the more provocative he becomes 
the more in-demand he gets. Naturally, if 
Klein were to throw his hat into the make- 
up ring, it had to be via a brand that shared 
his boundary-pushing convictions, one 
that tiptoed the delicate see-saw of sexy but 
never garish and one that, despite being 
the butt of countless jokes in the beauty 
department, already had a best-selling 
product range called Orgasm, because, 
well, they’re that good. It had to be Nars. 

“What was unique was having someone 
like Fran 9 ois [Nars] support me and give 
me the opening and the avenue to do what 
I do,” says New York-based Klein, adding: 
“I felt like I was doing what I’m supposed 
to be doing, not being censored or being 
told: Tt’s too strong or provocative.’” The 
result of an unrestricted creative licence? 
A 22-piece holiday collection that includes 
deeply pigmented lipsticks, glosses and 
three variations of metallic nail polish. But 
the real heroes of the range are those in the 
Fabien Baron-designed packaging adorned 


Clockwise from top: Nars Steven Klein One Shc^king Moment Cheek Studio Palette in Live 
Action, $100; Killer Heels five-piece Mini Lipstick S6t in Hit and Run, $72; Dead of Summer 
Dual-Intensity Eyeshadow Palette in Off the Deep End, $72; Eyeshadow Single in Stud, $35; 

Nail Polishes in Hard to Get and Black Fire, $28 each; Eyeshadow Single in Mortal, $35; Despair 
Cheek Palette in Don’t Mask, Don’t Tell, $95; and Killer Shine Lip Gloss in Special Force, $40. 


with Klein’s most iconic images, a cherry- 
pick representing his extensive body of 
work: “The collection is based on my 
[existing] images as opposed to creating 
images inspired by the products. It was a 
great opportunity to explore my work in 
a different way; it’s turning my images into 
three-dimensional products,” says Klein. 

It’s collaboration in the true sense of the 
word. A partnership, two creative types 
bringing everything they have to the table 
and a chance for Klein, who began his 
career as a painter, to delve into his work: 
“The collaboration process was interesting: 
Fran 9 ois asked me to submit pictures 
I love, then he made a selection. Together 
we chose the final images that we both felt 
collectively represent me as a photographer.” 
The Dead of Summer Dual-Intensity 
Eyeshadow Palette, which the press release 
states is “instant submersion; total 
subversion”, is four wet/dry shadows; the 
Klein image of choice is of a naked woman 


in a full face of make-up, swimming with 
a horse (as you do). Or perhaps the most 
sexually charged of all is the image of a 
man’s torso with only studded leather 
underwear to spare his modesty for the 
Full Service Mini Kabuki Brush Set. 
Although the range hits counters in 
November, perhaps it’s best not to gift this 
one to your mother-in-law for Christmas, 
or apply on public transport. 

Given the nature of Klein’s work, and in 
an era of no-holds-barred access to private 
lives, one can only wonder if perhaps he is 
pushing limits for the sake of a reaction? 
He’s characteristically frank on the subject: 
“I believe it is the job of a photographer or 
visionary person to record those facts [of 
what’s happening in the world] to people 
and sometimes you have to put it in their 
faces. I like people to be inspired but also 
ask questions about themselves and think 
about things.” The Nars x Steven Klein 
collection certainly ticks those boxes. ■ 


160 - NOVEMBER 2015 


ART DIRECTION: DIJANA SAVOR PHOTOGRAPH: EDWARD URRUTIA 
ALL PRICES APPROXIMATE DETAILS LAST PAGES 







THE NEW STEP 

IN SKIN PREP 



Meet Reset Gel! The NEW groundbreaking gel formulated to mimic instant new skin 

an instant microdermabrasion treatment. This unique formula 
contains natural ingredients including: French Honey, Bamboo and 
Olive Extract. 


Reset resurfaces your skin leaving it radiant, smooth, renewed and 
ready for any subsequent makeup or skincare application. 


Available now at Priceline stores nationally and online. 



For your FREE Reset sample enter code VOGUE at: 

WWW.KLARACOSMRTICS.COM 



MIRACLE MATCH FOUNDATION 

Transform your look with a shade match that 
blends seamlessly with your unique skintone 
and nourishes* for a fresh and flawiess finish. 

Miracie Match Foundation for the perfect 
nude iook. 

#MAKEGLAMOURHAPPEN 

Recreate Candice’s transformation: Facefinity All Day Primer, Miracle Match Foundation, 
Creme Puff Blush in Lavish Mauve. 


Available in Priceline, Target, Big W and selected Myer stores. 

wlHi hydriUton 




Backstage 
at Dolce & 
Gabbana. 




As we swap our foundations for the lightness of 
tinted moisturisers and BB creams, a little extra 
pop of colour in the cheek department is needed. 
Charlotte Tilbury Cheek to Chic Swish &c Pop 
Blusher in First Love (top), $60, has a cult following 
for good reason: the dual tone blush creates depth of 
colour when applied along cheekbones. Tom Ford s 
Eye and Cheek Shadow in Peach Ombre (centre), 
$105, and Chanel’s Joues Contraste Powder Blush in 
Alezane (bottom), $71, are the ideal spectrum of 
peachy tones that don’t venture into girlie territory. 


Beauty bites 

The LATEST views and cosmetics corrections. 

WORDS: REMY RIPPON 



THE GOOD OIL 


A CHANGE OF SEASON BRINGS 


A WEALTH OF HAIR PROBLEA/iS: 


FRIZZ, DRYNESS AND LACKLUSTRE 


LOCKS. OILS ARE HAIR’S PRE- 


SUMMER SAVING GRACE. 


LATHER ON L’OREAL EVERSLEEK 


PRECIOUS OILTREATMENT$23, 


TO DAMPEN STRANDS BEFORE 


STYLING, OR TRY SPRITZING 


OIL MIRACLE MIST, $40, FOR 


A SMOOTH AIR-DRIED FINISH 


SCHWARZKOPF BONACURE 


BC 


FRESH BLOOMS 

Spring’s olfactive offerings, 
be it a floral bouquet 
or a citrus burst, eater 
to every mood. 






FLORAL 



CITRUS 


Hermes Le Jardin 
de Monsieur Li EDT, 
1 00ml for $155. 



Chloe EDT 50ml for $100. 


FLORAL- 

WOODY 


Gucci Bamboo EDP, 50ml for $110. 
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Global ambassador 
and face of Max Factor 
Candice Swanepoel 
with make-up by Max 
Factor Global Creative 
Director Pat McGrath. 


\ 


Match- . 
point 

Creating a flawless natural look 
is easier than ever with new Max 
Factor Miracle Match Foundation. 

While creating the perfect base is the first step of most 
modern beauty looks, it can also be one of the trickiest 
feats to achieve, says renowned make-up artist and 
Max Factor Global Creative Director Pat McGrath. 

“Make-up artists spend years perfecting a natural- 
looking healthy nude base,” she says. “Its without 
doubt the most difficult look for women to get right, 
balancing enough coverage that gives you the security 
of fabulous flawless skin with the desire for natural 
glow and highlights to shine through.” 

New Max Factor Miracle Match Foundation is 
designed to make this look achievable for everyone. 
The unique formula, which is available in six shades to 
suit Australasian complexions, offers medium coverage 
with a translucent finish and light-reflecting particles 
to help blur imperfections. Containing a new silicone 
ingredient, it behaves like a moisturiser and blends 
easily, nourishing skin by hydrating it upon application. 

“Max Factor Miracle Match is a fantastic foundation; 
it gives flawless-looking beautiful skin,” McGrath 
says. “And that’s the beginning of any glamour 
transformation - good skin!” 

To shop online^ visit www.priceline.cofn.au; for more 
information^ visit www.maxfactor.com.au. 
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MAX FACTOR J( 

MIFIACLE 

MATCH 

FOUNOATtON 


BLUR Nourish 


Above: Max Factor 
Miracle Match 
Foundation, $31.95. 
Right, from top: Max 
Factor Miracle Match in 
Ivory, Fair and Beige. 


In TOUCH 

The launch of Max Factor 
Miracle Match Foundation 
coincides with a new look 
for cult beauty product 
Max Factor Mastertouch 
All Day Concealer. 

Apply over foundation 
to avoid masking its 
light-diffusing qualities. 


Max Factor 
Mastertouch All 
Day Concealer, 
$25.95. 


“M/^fAaOR MIRACLE 


MATCH CREAJESJHE 


PERFECT FLAWLESS 


CANVAS WHILE 


ALLOWING YOUR 


NATURAL GLOWTO 


SHINE THROUGH” 


EASY DOES IT 

Simply apply Max Factor Miracle Match to the centre 
of your face and blend out for an effortless look, says 
Max Factor Australia head make-up artist Liz Kelsh. “[It] 
creates the perfect flawless canvas, hiding imperfections 
while allowing your natural healthy glow to shine 
through,” she says. For more, follow @MaxFactorAU 
on Instagram orvisitwww.youtube.com/maxfactorau. 


MAX FACTOR 
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VOGUE 
LOVES . . 


The Body Shop Oils 
Of Life Intensely 
Revitalising Facial Oil, 
$55, for a more radiant 
complexion via a 
silky-smooth formula. 


VOGUE 
LOVES . . . 

The Body Shop Oils 


TAN CLUB 

We all know the best kind of tan 
is one from a bottle: the latest 
giow-getters come in eveiy consistency 
and texture your skin desires. 










COLOUR BOND 

The neon hue can 
only mean one 
thing: summer is 
on our doorstep. 

From top: Revlon Colorstay Gel 
Envy Longwear Nail Enamel in 
Get Lucky, $17; Issada Luxury 
Lipstick in Poppy, $42; and 
Dior Addict Fluid Stick - 
in Metamorphose, $52. 


INSTANT 

WASH-OFF 

Rimmel Sun Shimmer 
Instant Tan + BB Skin 
Perfector in Light, $14. 


LOTION 

St. Tropez 
Gradual Tan In 
Shower Tanning 
Lotion, $40. 


MOUSSE 

ModelCo Tan 
Mousse Instant 
Bronze in Light 
to Medium, $20. 



smasfi 

tiyt 

neoc 


factor 

Whether you opt for a 
tinted moisturiser or sway 
towards full coverage, 
your foundation should 
be the first line of defence 
between you and the sun.- 
It s time to up the SPF. 


BER20I5 


9^ m 




COVERAGE; Very light 
OUR PICK: Ultraceuticals 
Ultra UV Protective Daily 
Shield Mineral Defence 
SPF50+, $65. 


COVERAGE: Light 
OUR PICK: Smashbox 
Camera Ready BB 
Water SPF 30, $56. 


COVERAGE: Medium 
OUR PICK: Perricone 
MD No Foundation 
Foundation Broad 
Spectrum SPF 30, $74. 


COVERAGE: Full 
OUR PICK: La Prairie ^ 
Skin Caviar Concealer ^ 
and Foundation 
SPF 15, $250. 
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SHARON STONE. ACTRESS 





. 1 


The beauty industry is famous for showing ertreme looks and altered images 
and it can be hard to trust the results of aesthetic treatments just by looking at 
an image. This is why dermal fillers and skin hydration boosters were put to the 
test. At an event In Berlin, hosted by Sharon Stone, leading representatives from 
the beauty and weltbeing industry were invited to mingle with the proof - ten sets 
of identical twins. Only one sibling in each set of twins was treated, so the guests 
could see the real-life results, with and without aesthetic treatments. 

Visit ProoflRL.com/au to see the results for yourself and 
contact your practitioner for more information. 

Gaiderma Australia Pty Ltd 

13B Narabang Way. Betrose NSW 2085 

Phone: 1800 800 765 
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Hidden 


An innovation in 
skincare vi/MS' to make 
every step of your regimen 
deliver better results. 


B y definition, the job of a beauty 
editor involves collating what 
appears on glossy beauty pages 
and sifting through the abundance 
of new products launched each month: 
whiz-bang mascaras that promise to 
separate and lengthen in one inky sweep, 
texturisers that transform lacklustre locks 
into soft waves, and retinol-laden serums 
delivering a more youthful glow. So when a 
press release landed on my desk touting 
a whole new skincare category as “an 
imperative new step in the skincare 
regimen”, it was met with a raised eyebrow 
and begged the question: “Why do we 
need yet another step in our already 
comprehensive regimens?” 

Blame it on South Korea, the nation 
inspiring so many of the latest beauty 
trends. It s no revelation that our Eastern 
counterparts have set the beauty bar high 
in terms of skincare innovation with their 
multi-step routines, which can range ► 
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from using anywhere between eight to 12 
products daily. So following its lead, the 
new step in the form of Elizabeth Arden 
Superstart Skin Renewal Booster isn’t so 
much superfluous as it is essential. 

Unlike the range of products most of us 
rely on, which address individual concerns 
and target the deeper layers of the skin. 
Superstart concentrates on the outer-most 
layer - the stratum corneum. Kara Langan, 
vice-president of global marketing at 
Elizabeth Arden, explains the shift in 
focus. “The whole 
industry spends a lot of 
time looking deep 
within the skin, the 
cellular level,” she says. 

“We talk about how 
many layers deep and 
all those things that are 
happening deep within, 
but no-one is really 
paying any attention to 
the most visible part of your skin, the 
surface layer.” 

Superstart is like the skincare world s 
equivalent of a team player. The idea is that 
your complexion is only as good as the 
visible outer layer and that layer needs to 
be in tip-top shape so that all the other 
products you use, those that aim to delve 
into the dermis - essences, serums, 
moisturisers and so on - are able to be 
properly and effectively absorbed. “If you 
were to take the surface layer of your skin 
back to normal, then when you put those 
products on that are for the deeper layer, 
they don’t have to spend time fixing what 
goes on top first,” says Langan. 

Because the main advantage of Superstart 
is its efficacy, using it is an investment in a 
more efficient all-round skincare regimen. 
Langan points to the increasing desire 
among consumers to look more natural 
(versus seeking cosmetic procedures) as the 
catalyst for the latest advancements in our 
skincare regimens. “It sets the bar high in 
terms of skincare products and what women 
are expecting to see in terms of results. The 
technology [evident] in take-home products 
in the last five years has been dramatic.” It’s 
also not unusual nowadays for a product to 
nudge the $1,000 mark, a trend that’s also 
consumer-driven. “Women have become 
much more sophisticated in understanding 
skincare; they have come to expect so much 
more from their products,” Langan says. 


“NO-ONE IS 
REALLY PAYING 
ANY ATTENTION 
TO THE MOST 
VISIBLE PART 
OF YOUR SKIN” 


Although boosters aren’t a new category 
in skincare, their function has definitely 
evolved. Traditionally they are the heavy 
artillery often called upon when you need 
to up the ante whether for high dosage of 
vitamin C, hyaluronic acid or moisture. 
And while retaining and promoting 
moisture is still a key part of Superstart’s 

objectives (it’s integral to a radiant 

complexion, after all) its formula is more 
focused on boosting the skin’s natural 
defences and its ability to self-renew. 

Superstart achieves 

this by combining 
a probiotic complex 
(to keep the skin’s 
microflora - it’s good 
and bad bacteria - in 
check), sea fennel, 

flaxseed and glasswort 
extracts, all of which 
encourage a healthy 

natural barrier on the 
skin resulting in a radiant and supple visage. 

Interestingly, although we’ve been 
conditioned into pigeonholing our skin as 
either oily, dry, normal or combination. 
Superstart is a truly universal product 
meaning it’s not limited to helping only 
one skin type. “It’s not an anti-ageing 
product, it’s a skin health product,” attests 
Art Pellegrino, vice-president of research 
and development. “It will enhance an anti- 
ageing routine [whether for] dry skin, oily 


skin, fair skin, darker skin, because all the 
problems women have with their stratum 
corneum are the same.” 

Superstart, if you like, is the equivalent of 
an accessory. Just as a killer heel or statement 
bag can be the piece de resistance that ties a 
great outfit together. Superstart ensures 
any product you’re “wearing” works. 

Beauty products also mirror fashion’s 
love of layering - another South Korean 
beauty pillar deemed vital to a flawless 
complexion. “On one hand everybody’s 
time-starved, so we want multi-functional 
products. But at the same time we’re also 
following this Korean trend, which is 
about layering,” explains Langan. “There’s 
a recognition that if you try to do it all in 
one you dilute the benefits of everything. 
It’s hard to make something effective that 
does everything. So the benefits of layering 
mean you can do multiple things.” 

Using Superstart post-cleanse, before 
applying a serum, ensures the serum 
bypasses the stratum corneum and reaches 
the underlying layers more efficiently. But 
make no mistake. Superstart does not fall 
into the rising category of pre-serums. 
“We’re not referring to this as a pre-serum 
as they tend to be extremely specific in 
what they do,” states Langan. “They go 
after one kind of singular problem, whereas 
this is a much more holistic approach to 
the overall health of your stratum 
corneum.” There’s that team spirit. ■ 


IRtLK UP: THE LAYERS OF OUR SKIN ARE AT ONCE VITAL 


AND COMPLICATED. HERE, THEY’RE DECODED 


STRATUM CORNEUM 

The outer-most layer of the epidermis, which houses 
millions of organisms made up of good and bad bacteria. 
When good bacteria outweighs bad bacteria on this 
layer, the skin is better equipped to protect itself from 
environmental factors. 

EPIDERMIS 

Although the stratum corneum is part of the epidermis, 
this layer is made up of five different levels. Cells make 
their way up from the lower layers towards to the 
surface, where they are eventually shed. 

DERMIS 

The dermis is the inner layer and the thickest layer of 
our skin, where our collagen and elastin resides and 
where body temperature is regulated. 



Elizabeth Arden 
Superstart Skin 
Renewal Booster, $85. 
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Combining thick, creamy yoghurt with on-trend flavours iike 
salted caramel, Rachel’s Gourmet Greek Dessert Yoghurt 
is set to become your new everyday indulgence. 




INTENSELY REVITALISING 

OILS OF LIFE' 

NEW LIFE FOR YOUR SKIN 

WITH 3 PRECIOUS SEED OILS FROM AROUND THE WORLD 




THE POWER OF SEED OILS 

PURE EXTRACTS OF LIFE FOR YOUR SKIN 


Seeds give life to a new plant, making seed oils one of the most concentrated sources 
of essential nutrients on Earth, Cold-pressed to their pure form, we preserve at] their 
potent properties and ensure the utmost affinity to skin. 



“COELOentrated inBlde eacn seed is tlie 
power to fuel new life. These natural 
powerhouses provide fundamental 
nutrients. The carefully balanced blend 
of black cumin, rosehip and camellia 
seed oils Is a powerful potent formula. 
Individually, each one of these precious 
seed oils is a skin saver 


Jennifer Rirsch, Beauty Botanist 


WITH 3 PRECIOUS SEED OILS 
FROM AROUND THE WORLD 




We searched the world and selected 3 precious seed oils known for their 
revitalising and repairing properties, 

We infused them in a lightweight daily facial oit made from 99% oils of 
natural origin. Ouickly-absorbed, it effortlessly melts onto skin leaving 
a silky-soft, non-sticky finish. 



IT'S NOT A 
MIRACLE, BUT 
IT'S CLOSE 




BLACK CUMIN SEED OIL 


CAMELLIA SEED OIL 


Known for its concentration Naturally rich in nutritive 

in antioxidants from the oleic acid from the 

Egyptian Nile Valley Evergreen trees of China 



ROSEHIP SEED OIL 

Rich in Omega 3 
and 6 from the 

Andes foothills of Chile 


When you choose Oils of Life” skincare, you help 

PLANT A SEED FOR LIFE US to plant seeds and make a positive difference. 

Discover more at thebQdyshop.com/p[ant-a*seed 


THE BODY SHOP. 


f /ThDBDdi,ShDpAu«r.l« ^ /Th.Bodi,StiopAi.si @ 


WWW.THEBODYSHORCOM,AU 



QUICK. FRESH. PORTABLE. 

A REFRESHING LIQUID FOUNDATION IN A COMPACT 

miraClets^khion 

LIQUID CUSHION C^PACT - SPp4^3/PA++ 

FRESH GLOW - U\STING HYDRATION -^IGHTLESSaUILDABLE COVERAGE 


A WEIGHTLESS AND FRESH FORMULA 

encapsulated in a cu^ion. 



AN AIR CUSHION 

made of a thousand cavities to deliver 
the perfect dosage. 


A POLISHING APPLICATOR 
for a poreless eff^ and a untorm 
makeup finish. 


LANCOME 

"3 


Available at Department Store Lancome counters, select pharmacies and lancome.com.au 
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V0GLJE 

EXCLUSIVE 


WIN A VIP 
DOUBLE 

PASS TO 
TAYLOR 
SWIFT’S 

THE 1989 WORLD TOUR’ 



HAVE YOU FOUND YOUR 
TICKET IN THIS ISSUE? 


NBGLJE 


EXCLUSIVE 


TAYLOR SWIFT 

GOLDEN 
TICKET 

TO THE I9e» WORLD TOUR‘ CONCERT 


20 LUCKY READERS WILL WIN: 

• 2 X tickets to Vogue's private suite at the 
Taylor Swift The 1989 World Tour’ concert, 

hosted by Vogue editor-in-chief Edwina McCann 

• Flights and one night’s accommodation for the winner 

and their guest to attend the Taylor Swift 
The 1989 World Tour’ concert in Sydney on 

Saturday, November 28, 2015 

at ANZ Stadium, Sydney Olympic Park 

• Champagne and canapes while you enjoy the concert* 

• The opportunity to party with Vogue VIPs who 
will also be invited to the Vogue suite 

• A Vogue gift bag for you and your guest 
(with a Samsung Galaxy S6 edge+ for you!) 


Head to vogue.com.au/goldenticket 

to input your unique code and complete your entry. 


TERMS AND CONDITIONS Entries open 09:00 AEDT on 14.10.2015 and close 17:00 AEDT on 22.1 1.2015. Australian residents only. Entrants must be a member ofVogue.com.au. Winners 
determined at 10:00 AEDT on 23.1 1.2015 at 2 Holt Street, Surry Hills NSW 2010. Winners notified by telephone and in writing within one day of determination. Total prize pool valued at $71,018.00. 

* Full terms and conditions available at www.vogue.com.au. Be sure to keep this ticket as proof of purchase. 
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ENROL NOW FOR 2016 
LEARN FROM THE EXPERTS 


FASHION DESIGN 
CREATIVE DIRECTION & STYLING 
INTERIOR DESIGN 



2015 Graduate 
Exhibition & Parade 

Sydney • 23 S 24 November 
Melbourne - 25 A 26 November 



Bachelor of Design. 
Master of Design. 
FEE HELP available for 
eligible students. 

1300 SSI 433 
www.whitehouse-design.edu.au 
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Dig deep: 

enjoy the total 



decadence 

of the season; 
a true & fine 

ROMANCE. 
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Chanel hayfife couture 
cTress. Araks bra, $115. 
On right hand: KaH^ar 
Antiques ring, $6,250. 
. *On left hand: Cartier 
ring, $4;350. All prices 
approximate; fashion 
details last pages. 










Schiaparelli haute 
couture dress. 
Araks bra, $115. 
Cartier rings, 
$5,950, and $4,350. 


EMMASUMMERTON 


W hat does it mean to be a Taylor Swift 

fan? A few years ago, it was cool to 
like Swift, ironically, that is; to 
sheepishly divulge you actually 
enjoyed You Belong With Me, an 
admission that would require an eye 
roll and a faux-groan of some sort. 
You have probably sung one of her songs at karaoke before. 
YBWM's music video was a miniature teen movie, with Swift 
playing two trope characters: the popular cheerleader and the nerd 
next door who pines after the boy. Perfect bait for rose-tinted- 
bespectacled teenagers and pre-teens. (Before you consider my 
judgement too harsh, it may be time for me to confess: I have all her 
albums. No shade here.) Liking Swift back then was like a double 
negative, proving that you were indeed so cool, secure and confident 
in your own right that you were open about liking a blonde American 
singer who sang country songs for teenagers. When Swift heard 
Lena Dunham professed a love of her music, even she was sceptical 
that the indie-cool Brooklyn-resident producer and director was 
genuinely a fan of her music, unironically. 

Nowadays the tide has turned. This is sure to go down in musical 
history as a landmark year for Swift. She has won a multitude of 
awards, broken records, taken on Apple to fight for the rights 
of musicians and withdrawn her music from Spotify because of 
its approach to intellectual property. She 
confirmed her first serious romantic 
relationship, with the DJ Calvin Harris (their 
combined net worth trumps Jay-Z and 
Beyonce s), though after initially withstanding 
questions about her dating life, she now 
bristles at them and refuses to speak about it. 

Its been a gradual change in image, too, 
seeing her shrug off the twee spangly princess 
dresses and ringlets for Mary Katrantzou 
playsuits and Oscar de la Renta gowns. 

Most noticeable is her self-branding as a 
new wave of girl power not seen since the 
dubiously scented Spice Girls’ version in the 
90s, banding together with other ambitious women. These women 
range from Dunham, to actors Hailee Steinfeld and Emma Stone, 
to the new breed of “Insta-models”: Gigi Hadid, Karlie Kloss and 
Cara Delevingne. “My friendship group is one of my favourite 
things about my life right now,” she explains over the phone during 
a break from her tour. “Our friends really have each others’ back. 
It’s the first time in my life that I’ve had anything strong like that 
in the friendship department.” 

While many are old friends - she has known Selena Gomez and 
Lily Aldridge since she was a teenager - she is also active in pursuing 
new friendship, telling stories of how she began friendships with 
Serayah and Zendaya. “A lot of the time I’ll reach out to people to 
tell them they’re great and a friendship will come out of them. Ella 
and I - Lorde - we met on our own because her album came out and 
I sent her flowers and told her it was great and now she’s one of my 
best friends. Friendship often comes from admiration and that feels 
like a natural way to be friends with someone because you’ve 
established you respect what the person does.” 

Her dedication to her fellow female friends - dubbed her 
#girlsquad - has even helped usher the word “squad” into 
contemporary vernacular, working conveniently as either its own 
entity or as both a suffix or prefix, something that surely makes 
self-confessed grammar fan Swift beam a little more brightly with 


pride. Try, for example, #squadgoals or #glamsquad. It’s cool to be 
a Swift fan today. 

While to us it seems like a good time to be Taylor, she disagrees 
immediately. “Oh, that is such an illusion,” Swift says drily. “The 
public could change their minds about me tomorrow. If they decided 
that I was annoying tomorrow, they would use that angle and then 
a few other writers would use that and it would catch on,” she says, 
knowing how the media works. “Things are good right now but I’m 
never going to be stupid, foolish or ignorant enough to think I have 
control over the public. All I can control is making good music. I am 
so lucky that people seem to like me right now, but in no way, shape 
or form is it a permanent thing. And I think being aware of that is 
what keeps you smart and is what keeps you on the game.” 

Every two years since 2006 she has released an album, followed 
by a tour, then moved onto the next one. But her latest album, 
1989, might change plans a bit. “This album has produced more 
number ones than any album in the past, so we’re just going to go 
with it,” she says, going on to explain how the usual album cycle 
could be extended. “Then I’ll feel like I’ll need to give people a 
breather from me because at a certain point they’re going to get 
a little sick of hearing about me, so I’ll need to go away for a while 
then, depending on my gauge on how sick of me they are. I’ll 
decide when to put out the next album.” 

1989 isn’t so much a twentysomething tell-all than a musical 
reflection from a very heightened self-awareness 
of not only her own emotions, but also of public 
perceptions. “I’ve been learning every single day 
what the right amount of sharing [of her 
personal life] is, and lately it’s been not natural 
because this album is such a snapshot of my life 
- it was so vivid, direct and honest.” The songs 
address dating rumours, like in Blank Space, and 
naysayers - “Got nothing in my brain, that’s 
what people say”, she throws back in the 
poptastically hypnotic Shake It Off. “One of my 
main goals is to trying to preserve my sense of 
reality,” she says of her career. 

Her favourite television show while growing 
up was VHl’s Behind the Music, which profiled famous music 
groups and singers. “There was always this part of the show where 
they would show the decline and the moment where everything 
would fall apart, and I would expect it, even as a kid. It would 
always seem like the decline of an artist was attributed to a 
combination of things, but I noticed that the top elements were 
a loss of self-awareness and making bad art, and usually one led 
to the other,” she analyses. “That loss of self-awareness can be so 
dangerous, so that’s when I have days when I have healthy self- 
esteem and things are in a great place, and I have days where 
self-doubt is my primary emotion, and that’s okay, because that 
means you’re living a human, emotional, unaffected life.” 

Like many high achievers Swift is hard on herself, but she’s 
refreshingly unfiltered and articulate about it. “When I think I 
haven’t done the right thing, haven’t done a good enough job, 
I will punish myself emotionally for it over and over again, going 
over it in my head,” she continues. “I always have to work on being 
easier on myself, because over-thinking is my greatest adversary 
when it comes to life, work, love, friendship, career. I’ve been a bit 
better lately and realising when I’m having a low-self-esteem day 
that’s because of how I’m wired, not because everybody hates me,” 
she says, laughing at herself. 

Continued on page 256 


“I’M NEVER 
GOING TO BE 
FOOLISH OR 
IGNORANT 
ENOUGH TO 
THINK I HAVE 
CONTROL OVER 
THE PUBLIC” 
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haute couture 
•*i||^s/AraKs'bra, $115. 

$5,950, 

5jj^4,350. Kalmar 
^k#tpques ring, $6,250. 

>^lair; Serge Normant 
■ Make-up: Marla Belt 
Manicure: Alicia Torello 
Set design: Viki Rutsch 
Production: JN Production 
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FLOWERS EMPOWER, art elevates lazing 
to gazing, velvet epie, this seasons rich 
BOHEMIANS. Sty ed by Jillian Davison. 
Photographed by Will Davidson. 












Gabriel wears a vintage tank top and 
vintage necklace, worn throughout, 
from Melet Mercantile. Marc Jacobs 
shirt, P.O.A. Gucci pants, $1,605, 
and shoes, $885. Melissa Joy 
Manning ring, P.O.A. Sabrina wears a 
Dries Van Noten coat, P.O.A., top, 
$1,090, pants, $615, and necklace, 
$1,865. On right hand: Pebble 
London ring, $480. Stephanie Kantis 
ring, $550. On left hand: Melissa Joy 
Manning ring, $700. Pebble London 
ring, $360. Tory Burch socks, 
P.O.A., and shoes, $630. 

All prices approximate; 
fashion details last pages. 
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This page: Lanvin coat, 
$4,575, top, $2,735, skirt, 
$5,815, earrings, $1,215, 
necklace, $1,395, belt, 
$865, and boots, $2,455. 
Pebble London ring, $365. 
Opposite: Burberry 
Prorsum dress, $5,895, 
scarf, $1,125, and boots, 
$3,295. Pebble London 
rings, $365 each. 
Donna Karan New 
York belt, P.O.A. 
















Banana Republic shirt, 
$110. Dries Van Noten 
skirt, $1,355, necklace, 
^$1,865, and boots, $1,030. 
jMarques Almeida pants, 
^$800. Melissajoy Manning 
ring'r$505. Peoble Lonflop^ 
$475, $160 and $I7(). 





Chloe dress, $5,325. 
Mad Jewels earrings, 
$80. Lanvin. belt, 
$865. Dries Van 
Noten boots, $1,030. 
Beauty note: 

Tom Ford Lip Color 
Sheer in Insidious. 
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Sabrina wears 
a Givenchy by 
Riccardo Tisci dress, 
$13,150, pants, 
$3,050, earrings, 
$950, and boots, 
$1,900. Gabriel 
wears a Michael Kors 
shirt, P.O.A., around 
his waist. Marc 
Jacobs pants, P.O.A. 
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Chanel dress, $9,990, and 
skirt, $34,930, from the 
Chanel boutiques. Derek 
Lam blouse, $1,240. Lanvin 
necklace, $1,395. Tory 
Burch multifinger ring, 
$350. Pebble London 
bird ring, $170. Burberry 
boots, $1,595. 
Hair: Panos Papandrianos 
Make-up; Georgi Sandev 
Manicure: Tila Ribeiro 
Models: Sabrina loffreda 
and Gabriel Marques 
Production; Christian Page 
at Page International 

Services j 
Prop stylist; Alicia Camacho^' 
I Location: Tomas Cola?o 
f residence, Lisbon 
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Push those understated investinent buys to the BACK OF THE 
WARDROBE - A NEW MOOD of in-your-faee maximalism 
has taken hold. Glameore, here we eome. By Sarah Harris. 


W arning: if you subscribe to a palette 

of neutrals; if your wardrobe is built 
on a rotation of crisp, unfettered 
white shirts; if you’re currently 
longing for one of those chunky 
ribbed oatmeal-coloured cashmere 
sweaters from The Row; if your idea 
of sartorial bravery is double -knotting a belt; and if you’re watching 
with anticipation what Nadege Vanhee-Cybulski will do next at 
Hermes - then look away now. Right now. Because you’re really 
not about to like what’s coming next. 

Colour! Chaos! Sequins! See-through! Told you. 

Fashion is on a hiatus from playing it safe. It’s had it with chic, 
smart and polished and has now turned its attention to something 
more, well, attention-grabbing. And we’re talking eyes-out-on- 
stalks attention-grabbing. 

Punchy party dresses, abbreviated up to here, plunged down to 
there and sparkly all over, were in large supply on the autumn/ 
winter ’15/’ 16 catwalks. At Saint Laurent they had silver growths 
sprouting from one shoulder, not dissimilar in shape - or size - to 
Sydney Opera House. Over at Balmain they swished with lashings 
of fringe loaded in bugle beads, while Versace spelt it out in big 
multicoloured sequined V-E-R-S-A-C-E letters. But, arguably, the 
party never stopped for these houses; it’s only when other, quieter 
brands take a volte-face to maximalism that it’s time to take note. 

Like when J.W. Anderson hits upon lame for Loewe. There’s a 
sentence you never thought you’d read. The shiny slippery synthetic 
could be a first for this stealth house more associated with a soft 
buttery nappa. Anderson is seemingly taking a break from 
intelligentsia. His own label underwent an 80s makeover too (the 


80s is autumn’s decade) with scorching colour that sizzled the 
retina: plucky turquoise, purple, emergency red, all served with a 
soupgon of metallic. Even Phoebe Philo tired of her previously 
precise clean lines, opting instead for handkerchief hemlines and 
pompoms. Yes. Fluffy, football-sized pompoms at Celine, along 
with opulent fur collars and cuffs, zany zebra prints and a fanfare 
of red, orange and yellow. By her own admission, there was almost 
too much going on. Minimal dressing is definitely no longer the 
way luxury fashion is moving. 

And neither is normcore, the bland, nondescript, albeit 
functional, dressing movement of 2014. Based on anonymity, on 
the idea of fitting in, not standing out, it came at a point when 
print had reached saturation. Trends have a habit of reacting 
against what’s gone before, and normcore arrived on the scene as a 
palate-cleanser from all that fuss. “Normcore is dead, killed by the 
fact that consumers are falling out of love with austerity - even if 
their wallets are not - and with, well, the idea of being normal,” 
insists Martin Raymond, co-founder of the Future Laboratory, the 
trend forecasting agency. “What has rightly happened is that a lot 
of consumers have said: ‘That’s not how we feel; we’re coming 
out of a recession and we’re bored of tightening our belts’ - and so 
they’re looking instead to glameore.” 

Peter Dundas - a man au fait with “glameore” long before the 
word entered the fashion lexicon - welcomes the new mood. “I’ve 
never made fashion for the faint-hearted. My aesthetic is all about 
celebrating the body and celebrating life,” says the designer, who 
recently left his post at Pucci to helm the equally colourful world 
of Cavalli. “I like clothes that make a woman feel beautiful and 
desirable. Clothes that a woman wants to put on - and a man 
wants to take off - inspire me.” ^ 
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Rihanna at this year’s 
Met Gala in her Guo 
Pei-designed gown. 


Backstage 
at Balmain. 


Candela 
Novembr^ 
in Milan.’ 


Backstage at 
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That’s probably how Kim and Kanye felt about her bespoke 
Cavalli gown - an almost-transparent floor-trailing showgirl 
number embroidered in silvery beads with frothy white-feathered 
train - made for this year’s Met Gala in New York. “She wanted to 
feel amazing and for it to be a special night,” reveals Dundas, who 
says the dress was inspired by the Bob Mackie creation worn by 
Cher at the first Met Ball in 1974. “Kim is obviously very aware of 
her own image and was helpful in how to accentuate it.” (Show-off 
fashion is intrinsically linked to showing off your body.) 

The Met Gala’s red carpet is a good litmus test that indicates 
where fashion’s at. This year gave way to Anne Hathaway in a 
hooded gold column, Cara Delevingne in body-art tattoos, 
Beyonce and Jennifer Lopez in mostly sheer with crystals to cover 
(most of) their modesty, and Solange Knowles in something 
resembling the moon - in shape and surface. Some of these 
creations are so show-off that the idea of how one might tackle the 
necessity of actually sitting down while wearing them isn’t so 
much an afterthought, lost in a cloud of tulle, as something that 
slipped from designers’ imaginations altogether. 

The truth is, all practicality falls to the wayside. 

I have a Saint Laurent silver sequin top - yes, I 
don’t mind admitting that it’s pretty up there in 
the show-off stakes - but every time I wear it I’m 
afraid to bend my elbow for fear of crunching 
sequins in the creases. I’m even anxious about 
holding a drink because it requires a 90-degree 
arm move. Worse still is taking a phone call 
while wearing it. Holding a phone to my ear? 

Two words: sequin armageddon. 

And so I wonder how Rihanna transported 
herself in that cloak. All I can think of are those 
scenes in My Big Fat Gypsy Weddings when those hairsprayed tiny 
teen brides, trussed up in Thelma Madine’s gargantuan creations, 
manoeuvre themselves into their white stretched cars or horse- 
drawn carriages before their hooped skirts ping right up into their 
fuchsia-painted faces. No-one looks more surprised than they do. 

As most of the world knows by now, Rihanna’s 25 -kilogram 
egg-yolk creation is the work of Guo Pei, a relatively obscure 
Chinese couture designer whose name was subsequently hurled 
into the fashion stratosphere. Twitter and Instagram practically 
blew up over it, but not before Josh Ostrovsky (a.k.a Thefatjewish) 
had posted a Photoshopped image into the feeds of his 5.8 million 
followers, showing the gown as a giant pepperoni pizza with its fur 
trim as a puffy crust. (A point worth making: no-one was offended. 
Just a few weeks later Ostrovsky was invited to the CFDAs, 
another starry event headlined by American Vogues Anna 
Wintour.) I don’t think Rihanna intended to look like a pizza- 
slash-omelette, but, and here’s the crux of it, it got her noticed. 

“I think public figures do feel pressure to make a splash with 
something provocative, directional, or even downright baffling,” says 
Leila Yavari, fashion director at Stylebop.com. “I always applaud 
those women who take chances on exceptional pieces and get a thrill 
from breaking the rules. It’s a celebration of individuality and 
rebellion - things I’m very drawn to.” The rise of street style and the 
selfle has a lot to do with it. “Upping the sartorial ante was inevitable,” 
she continues. “Even reliably stylish influencers now need to show off 
their daring or individuality in order to keep people engaged.” 

On that note, the Future Laboratory has tracked a trend called 
Optimised Self, employing technology to optimise looks, 
thinking, health and wardrobe. “Add to that, social editing, where 


we choose the best images to post, and enhancement culture, 
where we shoot ourselves in fabulous surroundings. It all adds 
kudos and ramps up our Tike’ ratings,” says Raymond, “pushing 
people into a glamcore mindset.” 

Remember investment buys? A term the industry coined to make 
women feel better about buying something running to four-figure 
sums - okay, sometimes five. Yikes. These types of purchases had 
to be validated; they needed reason or context. We told ourselves 
we could buy it because “it will never date, it’s timeless. I’ll have it 
forever”. Show-off fashion is anti-investment. It is: “this is my one- 
wear-only all-out razzle-dazzle showstopper of a piece”. 

How did Justin O’Shea, buying director at Mytheresa.com, 
tackle the autumn/winter ’15/’16 buy? “Without hesitation,” he 
bats back. “I have a new rule: the crazier the better.” Standouts 
include the Yves Klein-blue leopard-spot mink coat by Saint 
Laurent, and the $6,5000 pearl-and-gold-encrusted headphones 
at Dolce & Gabbana’s show. Yavari categorises these types of 
purchases as the “I-have-to-have-it” buys. “It’s when you can’t stop 
thinking about a piece, despite the fact that it 
might be too bold, or too expensive, or too 
impractical. Maybe you’ll only wear it once, 
but you get a little frisson imagining yourself 
in it. That feeling ultimately trumps any 
self-doubt,” she says. 

Getting you into the glamcore mindset: 
remember, you don’t have to dive in head-first, 
especially if your wardrobe is still in the throes 
of minimalism - anything too madcap could 
send you into anaphylactic shock. For example, 
the aforementioned sequined Saint Laurent 
top works equally well tempered by a crisp 
white shirt. This summer, I bought a pair of Celine navy trousers, 
except these boast a bright red patch pocket on the back. Anything 
that shows off from behind is a much easier wear - just because it 
isn’t right there, shouting in your face all day. Feeling braver? Slide 
it up a notch on the dare-ometer and embrace bold solid colour in 
relatively simple shapes; a tailored shirt or sweater in fire-engine 
red is a good move, and teaming it with navy or camel reads more 
sensible, less wacky (see Prada) but still sufficiently show-off. 
Other ideas: J Crew and Rosie Assoulin’s Rubik’s Cube separates, 
one of Rodarte’s plunging white silk blouses (wear it under a parka 
so it feels less Dynasty, more real life) and Gucci’s flamboyant floral 
jacquard trouser suit - no-one said you had to wear both pieces 
together, the jacket partnered with jeans is enough of a gesture. 

Glamcore extends beyond the wardrobe and into other realms of 
status, too. Consider champagne and prosecco sales, for example, 
which have both increased in sales as the economy picks up. Aperol 
spritz is the choice cocktail, while the Old Fashioned has been 
replaced by the New Fashioned (topped up with fizz). “There is 
this push towards what we call an effervescent culture,” explains 
Raymond. “It’s about people celebrating - and wanting to be seen 
celebrating - after a period of buckling down and not looking up 
over the parapet. This wasn’t the case two years ago.” 

“I think we have seen the fashion world reflect the art world 
in many ways,” considers Ruth Chapman, co-founder of 
Matchesfashion.com. “It’s now acceptable to wear the most 
beautiful or the most statement-making, important piece from 
Valentino, even if everyone knows that it cost a king’s ransom. It 
says to the world that you have worked hard enough to be able to 
afford it.” Proceed to purchase. ■ 
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Mademoiselle 

BOND 

Sexy, yes, but also smart ajid 
strong, French actress LEA 
SETDOUX is gratified to represent 
the NEW LEAGUE of BOND 
WOMEN By Richard Clune. 

Styled by Ondine Azoulay. 
Photographed by Paul Wetherell. 


Lea Seydoux wears 
a Prada coat, P.O.A. 
Roger Vivier shoes, 
$1,960. All prices 
approximate; fashion 
details last pages. 
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T here’s a surprising softness to French actress 
Lea Seydoux. Surprising, given hers is an 
oeuvre littered with rugged, emotional leads. 
It was there in underrated 2012 Swiss film 
lister. And it dominated her acclaimed, award- 
winning breakthrough Blue is the Warmest 
Colour \La Vie DAdele\. 

Yet here, sat in a luxury hotel suite on an unseasonal and 
sparkling London day, Seydoux comes draped in a certain sense of 
fragility. Sure, some of it can be waved off with what she views as 
her failings in English (“it could be much better - I should read 
more”), though in further exploration she points to persistent fear 
as a lifelong companion. 

“I have many fears,” admits the 30-year-old gently, her words 
wrapped in syrupy Gallic notes that sexily heighten even the most 
mundane of utterances. “I hate to fly, I hate heights, I have a fear 
of space - everything. I was scared of shooting in the desert - so 
hot and empty.” 

The desert she speaks of informed her work on James Bond’s 
anticipated next outing, Spectre. Although as she plays Bond “girl” 
Madeleine Swann, again the audience will gaze upon Seydoux as 
both complex and strong. 

“She’s not what you expect - she’s a real character, deeply 
intelligent and independent. And now, as a Bond girl’, you can 
seduce with your brain - I’m not seducing with my body - it’s 
attractive, nonV Of course it is. 

And it’s also suggestion that 
under director Sam Mendes 
{Spectre is his second helming of 
the famed British spy series) the 
obvious bawdiness of former 
Bondettes has been, to some 
extent, banished. “They’re 
[now] strong and modern, a 
man’s equal.” 

Despite her words, Seydoux 
admits initial surprise at being 
asked to audition for Bond - 
those busty aforementioned 
stereotypes bouncing about her 
brain. “I remember the day they 
called me for the casting and I was like, bof., all the girls around the 
world will do this, and I’m not like a Bond girl.” 

Born and largely raised in and around lavish Parisian 
arrondissements, Seydoux’s businessman father, Henri, and 
actress-turned philanthropist mother, Valerie Schlumberger, 
divorced when she was just three. 

Despite being one of seven children, she’s often labelled her early 
life as “chaotic” - pointing to a sense of loneliness given her 
parents’ regular travels led them overseas sans famille. 

While not ostracised at school, Seydoux reveals that she was 
viewed as an outsider and says that the lessons did little to engage 
her wandering mind. “I was not good at school, really not good. It 
was not for me - the language, I didn’t really understand it, you 
know, you have to learn things a certain way and I think my logic 
is not very, erh, logical.” 

Her arguably more artistic take on things - “I am very sensitive 
to the world and learn things through my sensitivity” - can ► 
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The many incarnations of James Bonds 
leading ladies over the decades. 



Ursula Andress 
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perhaps be explained by parentage and familiar ties - the Seydoux 
surname intrinsically linked to European cinema: her father is 
viewed as a scion of French cinema, while grandfather Jerome 
Seydoux is the chairman of globally recognised film production 
and distribution company, Pathe, and great-uncle Nicholas was 
once the head of the Gaumont film company. 

Still, she’s adamant her move into movies was driven by a simple 
desire to overcome shyness - and that any personal ties to the 
industry have in no way gifted her a favourable ride. 

Initial theatre lessons led to eventual auditions - a series of small 
French roles before eventual recognition opposite Louis Garrel in 
La Belle Personne (2008). It was here that international directors 
took note: a minor role in Quentin Tarantino’s Inglourious Basterds 
(2009) filmed before Woody Allen’s Midnight In Paris (2011). 
Then Tom Cruise personally sought her out for a fairly typical 
“female” action role in 201 1’s Mission Impossible: Ghost Protocol^ 
with Seydoux showing off her cleavage in a black dress and 
engaging in a roll-around-the-floor fight scene with Paula Patton. 

“American, English films, whatever, they’re more about 
entertainment and are made for the audience. French films are 
more about art and the shots with beautiful landscapes ... and 
someone smoking a cigarette.” She laughs at that final sentence 
- gap-toothed and a little goofy. Her eyes, cat-like with eyeliner, 
squint at the encroaching sun. 

It was in 2011 that Emma - Blue\ openly gay art student - stepped 
into Seydoux’s life. So too director Abdellatif Kechiche. It was an 
experience she has referred to as “horrible” for the demanding and 
lengthy schedule as well as Kechiche’s alleged bullying of his leading 
actors. The oft-referenced love scene between Seydoux and Adele 
Exarchopoulos was said to have taken 10 full days to shoot. 

“Of course I did [question my sexuality],” Seydoux’s said of her 
turn. “Me as a person, as a human being ... It’s not nothing 
making those scenes. But I did not have any revelations.” 

Bond, of course, will mean even more eyes fixed on her - a sense 
of recognition she’s quick to dismiss, perhaps naively, claiming she 
has a look that still allows her to become lost in a crowd. 

“For me I have the success as an actress, I work with great people, 
though I don’t have the faux - not the bad side of it [celebrity]. 
The films I’ve done I’ve had quite different looks and I think I’m 
quite transformable. 

“I walk in the street and take the subway, people don’t really 
recognise me. I’m not Daniel Craig, he’s too famous. And I need 
[transparency] to observe the world - I’m sure it’s terrible to be 
noticed all the time, because you can’t hide.” 

Again she smiles - crinkling the enviable jumble of porcelain- 
skinned features that have also fronted campaigns for Prada and 
Miu Miu, both of which she’s wearing today. 

“I know how to dress; my tastes don’t really change,” she says, 
looking down over a simply structured red Miu Miu dress paired 
with simple black Prada ankle boots. “But I don’t really follow 
fashion - I have a love of clothes, bien sur, though I’m more 
fascinated by the designers and the creation.” 

It’s the same with film - her acute sensitivity only banished when 
creating in front of a camera. 

“When I’m acting, I forget my fears and [am] in the present, it’s 
immediate, and that’s what I like about it.” She trails off. “But then 
I’m also scared of acting, but I like that, I guess I’m just addicted 
to that fear in some way.” ■ 
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Tommy Hilfiger has notched 
up 30 years in the fashion 
industry by keeping his eye firmly 
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T ommy Hilfiger is talking summer, good times 
and the idyllic images his namesake brand 
symbolises. “It has to do with a photograph in 
your mind of that casual American lifestyle, of 
Route 66, Robert Redford, Malibu. It s a kind 
of glamour, but in a cool way,” he explains. 
“I was talking to David Beckham earlier in the 
year, and David told me the reason he likes being in LA is that 
when he rides his motorcycle he feels like Marlon Brando. I get it. 
When you are in America, there is an energy, a sense of freedom.” 

Hilfiger has made it his business to capture that feeling in his 
fashion over the years. To celebrate the company’s 30th anniversary 
he’s taking his upbeat prep vibe on tour, restaging the autumn/ 
winter ’15/’ 16 show in Beijing. From the American football field 
runway to the Super Bowl-sized screen hashing images of popcorn, 
hotdogs and models dressed in his collegiate looks, it’s a proud 
moment for the 64-year-old designer. 

It’s obvious his passion for pop culture 
and knack for zeroing in on the spirit of 
the time are as strong as ever. “My vision 
for the brand has not changed in all these 
years because I’ve always wanted to design 
iconic American fashion. Everything we 
do has some little nuance; details that 
make the garment feel more expensive 
and well thought out, and it is authentic 
because it comes from here and here,” he 
says gesturing to his heart and mind. 

Hilfiger credits musicians, specifically 
the Beatles, the Rolling Stones and Jimi 
Hendrix, with igniting his love of fashion. 

“I wanted to be in a band but I was really 
not a good musician. I started to dress like 
one instead.” His fringed vests and fiared 
jeans were an instant hit on campus, 
prompting him to open a small shop with 
two friends while still at high school in his 
hometown of Elmira, New York State. “It 
was brave but we had nothing to lose. We 
painted the shop black, burned incense 
and all our schoolmates showed up.” Buoyed by their success, the 
friends opened more outlets at various colleges before Hilfiger moved 
to New York City, solo. By the late 80s, his bold, Anglo-American 
vision had captured a fresh new spirit. In 2010, the company was sold 
to the Phillips-Van Heusen group for a reported US$3 billion, with 
Hilfiger staying on as principal designer and public face of the brand. 

When asked if he feels pressure to deliver a strong statement every 
season, Hilfiger offers an emphatic yes. “But you can’t allow yourself 
to be stressed by it,” he says. “I’m someone who finds challenge 
exciting; the fun part to all of this is the new. I think the key to being 
creative is to have passion and lots of ideas. Obviously not every idea 
will work, but I think it’s better to have more ideas than less.” 

Not surprisingly, he is focused on digital as he looks to the future. 
“It goes back to being relevant: Instagram, mobile apps, social 
media, shopping via e- commerce while you watch TV. We have to 
be an omni-channel; we have to offer it all, and as a company we 
have to continue to write our own rules,” he explains. “Over the 
years we established certain rules: the next step is to break down the 
systems that could become antiquated if we don’t switch gears.” 

The company’s expansion into Asia is also a turning point: the 
brand currently counts close to 200 stores in China, with plans for 
500 across the region in the next five years. Has the market shaped 


his creative vision? “No, but it rings a bell and reminds me that you 
have to stay relevant and young. This is a tremendous emerging 
group, and if we service them well via our shopping experience, by 
staying cool with them, then we’ll have an incredible ride.” 

How does he unwind in off-duty moments - and does it happen 
often? “No, not really,” he says with a laugh. “But I love Miami, the 
beach, biking, jogging and I’m an art fanatic.” Indeed, art is also 
central to Hilfiger’s inspiration. He counted Andy Warhol as a 
friend. “I met him in the 70s when I moved to New York, and he 
took me to his factory where he had paintings all over the floor; you 
had to hop over them,” Hilfiger says. “One day we went to lunch at 
Le Cirque, the chicest restaurant with waiters in tuxedos, and 
Andy brought Stephen Sprouse, the punk designer, who chain- 
smoked throughout. As we were finishing, Andy said to me: 
‘Stephen is fabulous, isn’t he?’ and I said: ‘I don’t know, I haven’t 
spoken to him yet.’ It was funny; intriguing. I loved the way Andy 
connected people from the worlds of 
fashion and music, celebrities from 
Hollywood, rock, fashion, rap and 
society; he brought everyone together.” 

The designer must have spotted the 
merit of that mash-up. The cult of 
celebrity and iconic advertising imagery 
have always been integral to his brand. 
In the 90s, he was one of the first to 
unite fashion and fame, sponsoring 
rock tours and featuring the likes of 
Lenny Kravitz and Beyonce in 
campaigns. “We’ve been lucky,” he says. 
“When we started looking to celebrities 
to wear the clothes, we didn’t have the 
money to advertise in a big way. I knew 
if they embraced my clothes then their 
fans would also follow, so I had an idea 
that we should champion the sons and 
daughters of rock stars: Sting, Rod 
Stewart, Mickjagger, Keith Richards.” 
Today, fame and youth are still key, with 
the brand signing ambassadors such as 
Olivia Palermo and her model husband 
Johannes Huebl, actor Britt Robertson and tennis star Rafael Nadal. 

Hilfiger, who comes from a family of nine, has five children of 
his own: Ally, Richard, Elizabeth, Kathleen and Sebastian, the 
youngest, aged six. Does he encourage them to take an interest in 
the business? “I encourage them to do whatever they believe in but 
I would never push them to work within my company. The 
company is now so big that a) they would get lost and b) they 
would not be treated like a normal person,” he says. “I’ve had my 
own mishaps, too. I went bankrupt when I was 23 because I wasn’t 
paying attention to the business; I had to refocus. It did make me 
realise that I loved being successful, though.” Indeed, in 2012, the 
Council of Fashion Designers of America honoured Hilfiger with 
the Geoffrey Beene Lifetime Achievement Award to mark his 
longevity in the industry, and Hilfiger today continues to kick 
goals: earlier this year, the brand launched a digital sales showroom 
at its global headquarters in Amsterdam and opened a new flagship 
store, the brand’s largest in mainland China. 

Despite, or perhaps because of his success, Hilfiger takes nothing 
for granted. His advice to hopefuls trying to break into fashion? 
“Know your customer well and stay focused on one type of product. 
Work for a retail organisation so you can figure out how things are 
bought and sold, then make the decision to go your own way.” ■ 
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P rad a jacket, $3,180, shirt, 
$950, and pants, $1,010. 

Bally top, $695. Tiffany & Co. 
earrings, $2,650. Bulgari bag. 
On right hand: Tiffany & Co. 
rings, $3,200 each. On left 
hand: Tiffany & Co. rings, 
$2,050, and $3,200. Christian 
Dior shoes, $2,350. 

All prices approximate; 
fashion details last pages. 
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Hugo Boss top, $350. Miu 
ffhj skirt, $1,330, and shoes, 
$1,080. Tiffany & Co. earrings, 
$2,650, ring used as earring 
hoop, $1,150, bangle, $1,800, 
and rings, $3,200 each. Mary 
Katrantzou bag, $1,240. 
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I n her platform lace-up boots, 
Fernanda Hin Lin Ly stands 
at almost 180 centimetres tall. 
Barefoot, she’s closer to 173 
centimetres in height, which is 
actually on the lower end of the 
height spectrum for a model. In 
Ly’s case, however, this turned out to be of 
little consequence since she ended up being 
the breakout star of the autumn/winter 
’15/’ 16 runway, the one people referred to 
after the Louis Vuitton show when they 
asked: ‘Who’s that girl with the pink hair?’ 

“For a model. I’m short; for an Asian, 
I’m too tall,” says the Sydney-born 19-year- 
old, who also points out that her size 38 
feet are too small for the sample shoes 
supplied at shows and on sets. “If it’s a size 
41, 1 have to stuff them with socks!” 

Like many models, Ly has tales of being 
good-naturedly teased for her frame and 
height by her friends and family, who are 
of Vietnamese-Chinese decent. “Most of 
my family say my cheekbones are too 
high,” she says. “I’m not the fully Asian or 
fully Western beauty ideal.” 

It was a confluence of factors that brought 
Ly to the attention of Ashley Brokaw, the 
major casting director dubbed by the New 
York Times as “fashion’s unlikely power 
player” due to her ability to make a model’s 
career. Even though an international 
modelling career wasn’t initially part of 
Ly’s plan, a family trip to the US coincided 
with model casting season. “I knew there 
was a possibility for me to go overseas but 
it wasn’t up to that point yet, so I was really 
lucky,” she explains. 

Lucky because it was during this trip that 
Brokaw noticed Ly at a Proenza Schouler 
casting and sequestered her for an 
upcoming Louis Vuitton exclusive in Paris. 
Ly ended up working closely with Nicolas 
Ghesquiere during fittings leading up to 
the show; she also got to meet Kanye West 
and managed to fit in a quick visit to 
Notre-Dame. “I’ve wanted to see it for 
ages,” says Ly, who is studying architecture 
at Sydney’s University of Technology. 

At home in Sydney she makes clay 
sculptures or architecture models and sets 
- projects she can’t do travelling - and 
in between work she catches up on 
reading. Her current book is Franz Kafka’s 
The Metamorphosis. 

“Modelling is all luck: you have to be 
at the right place at the right time,” says 
Ly sagely. “I think my parents didn’t really 
understand [modelling as a career] before 
and were like: ‘Is this a real thing?’ When 
I started doing Vogue, they said: ‘Oh yeah, 
we know thatV' Zara Wong 


Miu Miu coat, $3,670, and 
dress, $1,890. Tiffany & Co. 
earrings, $2,650, ring used as 
earring hoop, $1,150, and ring, 
$3,200. Balenciaga bag, $2,225, 
from Harrolds. Bally shoes, 
$995. Antique chair, $650, 
from Blake Watson Antiques. 
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Christian Dior bodysuit, 
$5,400, and shoes, $2,350. 
Tiffany & Co. earrings, $2,650, 
and ring used as earring hoop, 
$1,150. On right hand: Tiffany 
& Co. rings, $580, and $2,050. 
On left hand: Tiffany & Co. 
ring, $2,650. Beauty note: 
Dior Diorshow Brow Styler 
in Universal Brown. 
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Emilio Pucci dress, $9,805, 
top, $1,160, and boots, $9,530. 
Tiffany & Co. earrings, $2,650, 
ring used as earring hoop, 
$1,150, and rings, $3,200, 
$580, and $2,650. 
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Prada top, $670, shirt, $840, 
pants, $1,010, brooch, $610, 
and bag, $2,980. Tiffany & Co. 
earrings, $2,650, ring used 
as earring hoop, $1,150, 
and rings, $3,200 each. 

Miu Miu shoes, $1,250. 

Hair: Koh 

Make-up: Linda Jefferyes 
Manicure: Fiona Hay 




Folks’tale 

Meet the MELBOURNE EAMILY firm 
going strong sinee 1973, eombining a 
passion for FOOD WITH CREATIVITY 
and business. Restaurants, gardening, 
design and art: THE FORKS can do it 
all. By Alexandra Brown. Styled by Kate 
Darvill. Photographed by Hugh Stewart. 


The Folk family at the Capi headquarters in front of a work by artist 
and friend Freddy Ganim. From left: Saskia wears a Zimmermann top. 
Bassike pants. Acne shoes. Pitzy wears his own clothing throughout. Annie 
wears a Dries Van Noten top, from Poepke. Her own pants and shoes. 
Lucy wears a Marni top. Nicholas skirt. Her own shoes. All jewellery 
from Lucy Folk jewellery, worn throughout. Fashion details last pages. 
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arly one the morning at their recently renovated 
heritage brick home, the female Folks - Annie, 
an interior designer, and her daughters, 
jewellery designer Lucy and artist Saskia - are 
trying on various ensembles, comparing and 
complimenting each other, but then they 
quickly drop everything: “You must be 
staaarving? What can we get you?” Down the hall, the Folk 
patriarch, Pitzy, is holding court in the kitchen, telling jokes and 
cheeky stories and laughing with the rest of the photo crew. 

For a family that has run numerous restaurants and clearly loves 
to ensure their guests are well fed, it comes as a shock when 
a glance in their walk-in pantry reveals nothing. The shelves are 
basically bare; aside from a few jars of nuts and seeds, some eggs 
and wine, there is a little blackboard listing the week s calendar 
that includes ''Vogue shoot” marked on todays date. “If I go to the 
supermarket it is for cleaning products only,” says Annie. 

Venture outside and the reason for the paucity of the pantry 
becomes apparent: out the back, off the open kitchen, living and 
dining space, is a lush and plentiful herb and vegetable garden. 
Annie “harvests” this garden and a second at the headquarters of 
the family business - Capi, a naturally flavoured mineral water 
company, founded in 2008 - each Monday. She gathers enough 
food for the family, plus a weekly Capi staff lunch. 

Austrian-born Pitzy met Annie in Greece in the early 1970s. 
After briefly living together in Munich they settled in Annie s 
hometown of Melbourne in 1973 and began the first of many joint 
ventures, a gourmet food store called Provender. Together Pitzy 
and Anne went on to run the cafes for department store Georges, 
then Country Road and the Jam Factory before opening the 
Observatory Cafe in the Royal Botanic Gardens, which they sold 
in 2008. They were joined by their young daughters, who learned 
to bake strawberry shortcake in the restaurant kitchens as children 
and, as they got older, waited tables. Saskia even managed one of 
the restaurants for a time. With a friend, Pitzy then created Map 


Coffee capsules and machines, before selling it in 2014. Now, the 
Folk focus is on Capi and a surplus food trading app, Yume. 

Lunch on the day of our visit exemplifies the family’s inherent 
generosity and love of abundance. Out in the courtyard, 
surrounded by the verdant garden, the Folk version of a simple 
meal features fish Pitzy has line-caught from one of his numerous 
boats moored around the country. Spectacular salads are prepared 
by chef Jenny, who has worked within the family’s businesses for 
more than 34 years, with ingredients solely from the garden, while 
Pitzy pulls together an impressive cheese and bread board. With 
the addition of a couple of bottles of rose, we’ve been transported 
from inner-city Melbourne to the Mediterranean. 

As well as an obvious passion for food, creativity is at the crux of 
everything the Folks do. Lucy’s jewellery, in fact, began with food. 
Some of her first necklaces and earrings were created to look like 
corn chips and watermelons. “People would ask me if it was some 
kind of talisman and I would say: ‘No, it’s a Dorito’.” It’s an idea 
that didn’t make even her father wince. “It was a case of whatever 
you feel you are good at and whatever you love, go for it,” says 
Lucy of her parent’s ethos. “The main thing they have taught us is 
to take risks and push it as hard as you can and as far as you can.” 

Now the Lucy Folk range has expanded into fine jewellery, bags 
and sunglasses, and is stocked in more than 55 stores around the 
world. Lucy also draws on the family’s artistic friends to collaborate 
on her work. Rachelle King does her crochet work and friend 
Sunshine Bertrand, who has designed for the likes of Kenzo and 
Victoria Beckham, is her collaborator on the sunglasses. 

After dabbling in photography and publishing a book Saskia 
stumbled across her chosen art form while fulfilling a long-term 
dream of working in a remote indigenous community. She found 
herself in Kintore, more than 500 kilometres west of Alice 
Springs, and Kiwirrkurra, 350 kilometres further west of that, 
with the Papunya Tula Artists community. “In my spare time 
I would go fossicking around the community for metal objects, 
then purchased an angle grinder and started cutting up car 
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HUGH STEWART 




The Folk family at home in 
front of the painting Le Chien 
Qui Fume (The Smoking Dog) 
by Michael Vale. From left: 

Saskia wears a Givenchy 
sweater, from Marais. Annie 
wears a Marimekko jacket. 

Her own top and pants. 
Lucy weai^s her own 
Christian Dior dress. Her 
own T-shirt and haj 
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Lucy wears a Marni 
top and shoes. Alice 
McCall shorts. Lucy 
Folk sunglasses. 
Hair; Justin Henry 
Make-up: Julie Provis 


The clean minimalist 
room reflects AnniJ 
Folk’s style^ 


wrecks,” explains Saskia. Still their parents never flinched. “We all 
have to do what we are passionate about,” says Pitzy. If you have no 
passion you are boring.” Saskia s beautiful works were most recently 
on display at Sydney Contemporary with Tim Klingender Fine Art. 

Creativity runs in the family: the girls are inspired by their uncle, 
Dougal Ramsay - an artist; their cousins - photographer Tom Ramsay 
and fashion designer Arabella Ramsay; and their great-great-uncle - 
renowned Australian painter Hugh Ramsay. 

Lucy lives with her architect husband close by in Melbourne while 
Saskia is based on a sustainable rural property in Thora, northern 
New South Wales. Despite their independence, each family member 
has been involved in whatever the others are doing from the very 
beginning. “Everything we do, we do as a family,” says Pitzy. From 
working in their parents’ restaurants, Lucy and Saskia now act in 
unofflcial creative directors-at-large roles at Capi. Lucy’s handwriting 
is on the label, and she styled their latest campaign with a Paris- 
based agency that has worked with Balenciaga and Prada. 

Annie, of course, is constantly dripping in Lucy’s colourful jewels, 
while Saskia’s works take pride of place in both the home and office. 
“I just love being with them,” says Pitzy. “The nicest thing about 
success is sharing it and if you can’t share it with the people closest 
to you, then it becomes unimportant.” 

Travel is another shared passion. A quick scan of their Instagram 
accounts shows the Folks relaxing at iiber-chic Hotel II Pellicano in 
Tuscany, drinking limoncello in Positano or nibbling salads from 
Ottolenghi in London. But, they say their favourite trip was sailing 
through the Kimberley last year for Pitzy ’s birthday. “Seeing art that 
is more than 50,000 years old . . . it’s just incredible,” says Pitzy. “We 
don’t watch the footy or talk about politics but we love Australia,” says 
Lucy. “The landscape is the most inspiring thing about where we live.” 

But it doesn’t end there. While focussing on expanding the Capi 
export business Pitzy mentions a move overseas could be exciting. 
“I like when Dad says: still don’t know what I want to do in life,”’ 
says Saskia. Adds Pitzy: “There is still so much more to do and so 
much more fun to have.” ■ 
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The 

politicians 

wife 

While immensely PROUD of her husbands role, Vietorias 
“first lady” CATHERINE ANDREWS is fbeused on her own 
social, cultural and family passions. By Sophie Tedmanson, 
Styled by Philippa Moroney. Photographed by Julie Adams. 


C atherine Andrews is standing in front of the 
towering taxidermied body of Phar Lap. The 
wife of the Victorian Premier Daniel Andrews 
is explaining how, as a child on a school trip to 
the Melbourne Museum, she came across 
Australia’s most famous race horse and had an 
epiphany: seeing history up close in such a way 
sparked in her a life-long fascination of times gone by. 

“History is fascinating,” she says. “There’s always so much to 
learn, there’s so much to discover. It’s what it tells us about the past 
and how it drives us to the future. It gives 
us so much to reflect on and that we’re all 
part of the world in which we live and the 
universe and the choices we make and how 
they determine our own paths and the 
paths of others - it’s all interwoven.” 

She is the wife of the man charged with 
creating a new history for Australia’s 
second most populous state. And Andrews 
is acutely aware of the significance of her 
position, as both a long-time historian of 
Melbourne and now its unofflcial first lady. 

“There’s just so much that I love about 
being here in Melbourne,” Andrews says. 

“And then, in a funny turn of events, my 
husband becomes the Premier of Victoria 
and then we become part of the history of 
this state as well. So, it’s about knowing our 
place in the world and I’m so aware that 
we’re such a part of it. But I work very hard 
to do what I can, to connect our cultural 
institutions - including the museum.” 

While politics is in the veins of her 
husband, history - particularly that of Victoria - is Andrews’s 
passion. She has worked on research and programming in the 
Public Records Office of Victoria, and has a master of public 
history from Monash University, during which she was 
commissioned by Museum Victoria to write her thesis on the 
history of the institution, hence her knowledgeable turn as tour 
guide during our interview. “There are 17 million objects in the 
collection here,” she says with a smile, as we stand at the entrance. 

Andrews is also an ambassador for the Royal Historical Society 
of Victoria (RHSV), one of her new roles. “I’m trying to elevate 


the status of history and our knowledge of history and our 
understanding of history right across the state,” she says. 

Her favourite places are museums and libraries where she 
immerses herself in literature - later she sends me a story in the New 
Yorker about the discovery of ancient Byzantine shipwrecks found 
during the construction of the first-ever tunnel under Istanbul. 

“All periods of history really fascinate me and all characters of 
history - I feel like I’m Alice [in Wonderland] - just falling down 
the rabbit hole and I never know what’s at the bottom,” she tells 
me later. “It’s that you-never-know-what-you’re-going-to-flnd’ 
aspect to it that’s completely fascinating.” 

If you count social media as the best 
insight into a person’s private thoughts, 
then Andrews’s Twitter handle probably 
best sums up her multitasking persona: 
“Proud partner, mum of three, freelance 
words, @SunSmartVIC and RHSV 
[Royal Historical Society of Victoria] 
ambassador. Foodie, bookworm, runner 
and arts lover. Collingwood. Labor.” 

Catherine Kesik grew up on the 
Mornington Peninsula, the daughter of a 
lawyer father. She met Daniel Andrews 
during her second year at Monash, 
spotting him one evening engrossed in 
Sale of the Century in one of the common 
rooms at the university, where the pair 
were both studying Australian politics and 
international relations. 

“I walked into the room and I hadn’t 
seen him there before and he knew all the 
answers. And was hilariously funny and at 
the same time I was like: ‘Oh, this is 
interesting’, so I sat down. He remembers exactly what I was 
wearing that day. He was like, whoa’, she says laughing as she 
recalls her outfit: a psychedelic bodysuit and tight purple jeans. 
She was just 17 and it was 1991 (for the record, today she is dressed 
stylishly chic in a black Scanlan Theodore skirt suit). Her husband 
has vivid memories of that first encounter, too. “I knew immediately 
that Catherine was someone special,” he says, adding: “I’m so 
lucky to have met her and have her in my life. She is a strong 
person, determined and driven, intelligent and compassionate. 
She’s a great mum and my very best friend.” ^ 



“SHE IS A STRONG 
PERSON, 
DETERMINED 
AND DRIVEN, 
INTEEEIGENTAND 
COMPASSIONATE” 
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The two married on New Year s Eve in 1998 and now have three 
children - Noah, 13, Grace, 11, and Joseph, eight - and juggle 
raising them with their roles as the new “first couple” of Victoria. 
A year on since her husband came from “out of left field” to become 
the 48 th Premier of Victoria, Andrews has thrown herself into her 
role as the Premier s wife. She is regularly pictured by his side at 
events and publicly supports his progressive policies: when he was 
health minister, he passed a law to legalise abortion, he supports 
gay marriage, earlier this year he established a royal commission 
into family violence, and he has promised to legalise “living wills”. 

Earlier this year the couple, who led the Gay Pride march in 
Melbourne in February, even took their children to see Gayby Baby, 
the documentary about children of same sex parents, which was 
controversially banned by the 
New South Wales government 
from being screened in schools. 

Victorias Premier later said in 
a post on Facebook that the 
New South Wales government 
“couldn’t be more wrong”. 

“We just wanted to take our 
kids to a film that was on during 
the film festival and it was just 
the most gorgeous film about 
being free to be who you are,” 
says Andrews. “And Daniel 
hasn’t been shy in saying that’s 
how he feels, and that’s how 
I feel. And he was actually the 
first premier to lead the Gay 
Pride march here earlier this 
year. It was definitely one of the moments 
of the year where we just felt ... how 
fantastic that we can say, you know, that 
this was the right thing to do. And to 
support everyone no matter who you are 
and no matter what you are - everyone 
should have the right to feel equal.” 

In September, Premier Andrews faced 
his first real leadership issue when ongoing strikes over a pay 
dispute with the Rail, Tram and Bus Union crippled the 
Melbourne transport system. But for the most part his tenure has 
been relatively free from controversy. 

“I’m so proud of him. He’s a man of his word and he is so 
determined to deliver everything he promised he would in the last 
election. And there’s not enough of that in Australian politics. 
I couldn’t be prouder to be standing alongside him and helping 
him in that world, I suppose. Helping him with that work, it’s 
hard work, but it’s good work and it’s worthy work.” 

While honoured to play the supporting role, Andrews says 
public office is not for her, recalling the line quoted by most 
politicians’ wives around the world: “There’s only room for one 
politician in the family.” Instead Andrews, who until last year 
worked as a freelance writer and editor, prefers to juggle her 
associations with various cultural institutions and boards with 
being wife and mum. 

“At home I’m trying to find matching hockey socks versus soccer 
socks, I can never find the shin guards. I’m standing at my kitchen 
bench stirring something on the stove top, filling in school forms 
- I’m no different from any other working mum,” she says. “I’m on 
the phone. I’m taking calls. I’m organising birthday presents 


parties and trying to organise what time Daniel’s going come 
home and yeah, I have to get up very early to do my runs.” 

Andrews is petite and athletic. She rises at 5.30am every 
morning for a run and does a ballet class once a week. “I am very 
committed to the physical form of ballet,” she says. “I love it - 1 just 
think it’s that only pure expression of physical endurance.” 

Last year she ran her first marathon - a 52-kilometre ultra 
marathon along the Mornington Peninsular - a bucket-list goal 
with best friend Kyra-Bae Snell they both wanted to complete 
before they turned 40. 

Snell, who first met Andrews at college, describes her as 
“confident, sassy and super-fun” and a friend of “great empathy”. 

“We both love learning, exercise and people. And we’ve always 

found time to put into our 
friendship and support each 
other - through university days, 
work, marriage and raising 
three kids each.” 

She says that despite her new 
and demanding public role, 
Andrews “always puts her family 
first and tries to make it work”. 
“Everyone is busy and she is 
even busier now that Dan’s 
Premier, but she still finds time 
for the important things like 
family and friends,” Snell says. 

As well as her role promoting 
the historical side of Melbourne, 
Andrews is also working with 
myriad other organisations: the 
Torch Project - reconnecting Aboriginal 
prisoners in Victoria with their culture 
through art; she is an ambassador for 
SunSmart, promoting awareness of the 
dangers of UV; and supporting cultural 
institutions including the restoration of 
the Dome promenade atop the UNESCO 
World Heritage-listed Royal Exhibition 
building. Fashion is another of her passions, particularly 
championing Melbourne designers and ethical fashion. When we 
meet it is the middle of Melbourne Spring Fashion Week and it 
had just been announced that the 2016 Virgin Australia Melbourne 
Fashion Festival will be held in the Melbourne Museum precinct. 

“I’m not very good at saying no to anything [if] I think I can help 
... if I think I can make a difference to people’s lives, whether it’s 
health-related or in a holistic sense with people’s wellbeing, then 
I can’t say no. So I put my hand up for it.” 

She adds: “This is an amazing responsibility. I think it would be 
remise of me not to be stepping up and working really hard for the 
people of Victoria. Daniel often says: Tf you have the opportunity 
then you have the obligation.’ I believe that.” 

While Andrews is relishing her new role - and has even started 
documenting her position to be recorded for historical prosperity, 
of course - she shuns the title of unofficial first lady of Victoria. 
Traditionally, she corrects, that title went to the Governor’s wife, 
until Linda Dessau was appointed the first female Governor. 
“So there’s not really a title for me,” she ponders. “But people do 
call me the unofficial first lady of Victoria.” 

So, I ask, what would she like to be called instead? She doesn’t 
skip a beat: “Catherine Andrews.” ■ 



TM NOT VERY GOOD 
AT SAYING NO. ..IF 
I THINK I CAN MAKE 
A DIFFERENCE TO 
PEOPLE’S LIVES” 


vogue.com.au- 235 





GARY HEERY 



As SASKIA HAVEKES celebrates 20 years of Grandiflora with a new 
book, she talks with Gold Dinner co-creator NIKKI McCULLAGH, 
whose Paris apartment she infused with her floral creativity. Interview 
by Sophie Tedmanson, Styled by Meg Gray. Portrait by Nicholas Watt. 
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A moss table on a silk 
rug forms a centrepiece 
in the room. “I can’t tell 
you how nerve-wracking 
that was,” says Havekes. 
“There were four or 
five of us working on it 
all at one time.” 
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riends and creative partners Saskia Havekes 
and Nikki McCullagh came together in 
conversation to discuss flowers, art and 
inspiration and revealed how the project 
pictured on these pages, a floral installation by 
Havekes in the historical Paris apartment owned 
by McCullagh, came about. 

Vogue: So bow did you two meet? 

Nikki McCullagh: “We met through our mutual friend Tony 
Assness about flve years ago. Our very first creative collaboration 
was with Fairfax & Roberts. Since then we have worked together on 
the Sydney Children s Hospital Gold Dinner every year.” 

Vogue: Whafs been the most interesting collaboration you have done 
for the Gold Dinner? 

NM: “The ice flowers! I remember sitting down with Saskia, and 
she said: ‘I have this idea, working with freezing’ . . . what did you 
call it? ... ‘kryptoniting these flowers.’” 

Saskia Havekes: “I was working with a nice 
fellow, but he was very conservative. He was: ‘No 
we can’t do that, that’s not going to work, there’ll 
be bubbles, streaks, shards.’ I was like: ‘Fantastic!’ 

They were packaged in these big esky-like chests. 

So when they arrived and we flipped the lids off 
... of all the flower things I’ve ever done, I think 
it was the biggest, most exciting moment. 

Everybody was truly, completely stunned that it 
worked, and it looked amazing.” 

NM: “The theme for the night was this crazy 
Roman Visconti party, and the flowers were just this extravaganza.” 
SH: “We had these beautiful salmon gladioli. I think I had 100 
bunches plus, and I couldn’t get them to open, so I put them along 
the front of the shop in the sun, and everybody wanted to buy them.” 
Vogue: Where do you get an idea like that? 

SH: “It started with a shoot that I was doing with Gary Heery and 
Michelle Jank and I was wondering how to keep my magnolia 
flower for the shoot, because they’re very transient, so I thought: 
I’ll freeze it. My mother always laughs and says: ‘Of course, only a 
florist would have two buckets of frozen flowers in her freezer and 
nothing else.’ When we went to take them out they were so beautiful. 
But it was really just through tinkering, through trialling things.” 
Vogue: Tell me about working together on the display in the Pavilion 
de Madame Place des Vosges apartment in Paris. 

NM: “That was just one of those beautiful opportunities. Saskia 
was going to Paris to launch her fragrance, her beautiful book, and 
candles. Initially she was just going to stay there but then she 
emailed me and said: ‘Do you mind if I do a floral installation?”’ 
NM: “So we started chatting about the idea of using it as a 
beautiful creative backdrop, and just letting Saskia run free. And 
it was a wonderful way for Saskia to be able to express what is 
Grandiflora, what is Saskia, beyond a press kit. Having them 
experience a fully immersive floral installation . . .” 

Vogue: How do you design the flowers for something like that? 

SH: “The space was a beautiful light airy room and I just thought 
something fairly classic but with a bit of a twist. But it was very 
market-dependent, too. So a crew of us went to Marche 
International de Rungis, which was incredibly beautiful. It’s very 
French. Things are colour-coded ... there’s a white section and 
jewel- coloured burgundies and pale lilacs and market baskets.” 
Vogue: Nikki^ how long have you had the apartment? How old is it? 
NM: “Seven years. There were two or three years of renovating. 


It’s 17th century - it was originally the home of Marie Touchet, 
the mistress and grand courtesan to Charles IV. The whole Place 
used to be the royal Place. Because that garden is famous and 
beautiful, it was a nice symmetry between what Saskia was doing 
and also the fact of where the apartment was located and the view.” 
SH: “Le Marais is a very creative area too, isn’t it? Lots of 
musicians and galleries in that area.” 

Vogue: How much input did you have in the design of the renovation 
with Jacque Granges [a French interior designer who has worked 
with Yves Saint Laurent and Pierre Berge]? 

NM: “I sourced all the antiques at various dealers and flea markets. 
It was a very, very intense, beautiful project. Jacques was incredible. 
He sees himself very much as a cinematic director and he’s helping 
you put together your dreams, and direct it.” 

Vogue: Did you know flowers would become such a popular art form? 
SH: “I did, actually. It’s fairly new to Australia but in Europe a lot 
of people have always really revered flowers, 
right back to the Dutch masters.” 

NM: “That’s a good point. And back to sort of 
Versailles and the garden parties.” 

SH: “They’re utilised to set a tone and a mood, to 
show the character of the host, in a way. I went 
to do a little arrangement of flowers the other 
day and the designer said: ‘I’d just like you to put 
some in and make them look as if the lady of the 
house has done the flowers herself, but with 
great character and flair.’ I thought that was a 
lovely description of our work. We don’t force 
things. It has to look like somebody’s put some personality into the 
flowers, but without distorting their natural beauty.” 

NM: “I think you get into the psyche of client.” 

SH: “And synesthesia - where you kind of collect the things 
around you that you don’t really know you are. So you might see an 
artwork, but you’re not necessarily going to replicate that colour 
into the flowers, but somehow the whole environment registers in 
your creative mind and parts of that have gone into the work.” 
Vogue: Do you think thafs what happened with the apartment? 
With the green and the white reflecting the park outside? 

SH: “Well, that room is just so elegant, and I mean, green and 
white flowers are always the height of elegance. And I thought it 
was nice to do the contrast with the other room, having those two 
separate colours, because they’re represented in that room as well; 
in a lot of the furnishings it’s a much heavier room.” 

NM: “I loved the way Saskia turned the table into a moss table.” 
SH: “Everyone who saw it really drew breath. That’s what we’re 
always hoping for, someone to take a sharp intake of breath.” 

NM: “What I think Saskia does, which is like any true artist, is her 
flowers have the ability to shift an emotion. And it’s a wonderful 
gift. You stand in front of an amazing painting and you physically 
and emotionally have a wonderful shift. Saskia paints with flowers.” 
SH: “I m very touched. Very touched, thank you very much.” 
Vogue: Finally y what do you have in a vase at home? 

SH: “I have a little collection of spring flowers in my home at the 
moment . . . just in the middle of the table. Then I’ve got a huge vase 
filled with dried palm leaves, which I’m drying for a job.” 

NM: “I have a lot of orchids. I love all types of flowers ... winter 
colours, summer colours. I don’t think I have a favourite.” ■ 

Flower Addict by Saskia Havekes, with photography by Nicholas Watt, 
is out now (Lantern, $79.99). For information on vacation stays in the 
Pavilion de Madame, go to www.pavillondemadame.com. 



“THAT’S WHAT 
WE’RE ALWAYS 
HOPING FOR, 
SOMEONE TO 
TAKE A SHARP 
INTAKE OF 
BREATH” 
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A green and 
white theme lent 
an elegance to 
the installation. 
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SOHO HOUSE 



New York-based model and Qantas 
trend consultant Jessica Hart’s 
favourite rooftop bar in the city 
is Soho House. “It’s so much fun,” 
Hart says. “They have a pool, serve 
great food, play great music and 
make a mean picante margarita.” 


On top of 
the world 

ELEVATE yom experience 
of New York with a tour of 
the city’s best ROOFTOP 
bars, cafes and views. 

WORDS: MARK SARIBAN 
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THE ROCK 


S unday brunches in New York, IVe 
been told, can be quite boozy. So 
Fm hardly surprised when a 
complimentary mimosa is placed 
before me as I take my seat for brunch at 
Gallow Green, on the garden rooftop 
of the McKittrick Hotel in Chelsea 
(www.mckittrickhotel.com). As it s not yet 
noon I set aside the champagne cocktail, 
which is happily accepted by someone at 
the next table along. 

Instead I hit the breakfast buffet, take 
in the views of New York s West Side 
through the trellised vines and plot the 
rest of a touristy Sunday that started 
with an early-morning visit to the new 
observatory on the 100th floor of One 
World Trade Center, the tallest building 
in the US (oneworldobservatory.com). The 
views from that high up are, of course, 
panoramic, but from the observatory’s 
position way downtown in the financial 
district you can feel far removed from 


the mid-town cluster of skyscrapers with 
which we’re all so familiar. 

I preferred the more central Top of the 
Rock deck (www.topoftherocknyc.com) on 
the roof of the art deco Comcast Building, 
which is known to New Yorkers and Tina 
Fey fans around the world as 30 Rock 
(the tower is at 30 Rockefeller Center). 
Here you have the length of Central Park 
stretching out in one direction and mid- 
town spread out below, with the Empire 
State Building straight ahead (Top of the 
Rock is said to be the better sightseeing 
option purely because you can’t see the 
Empire State Building itself from its own 
observatory). Two floors below Top of 
the Rock is the SixtyFive bar, a newish 
extension of the building’s iconic Rainbow 
Room (w ww. r ainb owroom .com/ sixty five) , 
where you can sip cocktails (try the 
Gotham Mule, made with apple-infused 
vodka and ginger beer) and snack on 
refined bar food on the outside deck or at 


banquettes inside as the sky darkens and 
a sea of illuminated windows emerges. 

Vantage points have become my obsession 
on this trip to New York: in the month that 
I’m in town the One World Observatory 
received its first visitors and the Whitney 
Museum of American Art (whitney.org) 
revealed its Renzo Piano-designed building 
in a new location in the Meatpacking 
District. Having outgrown its former home 
on Madison Avenue, the Whitney now 
anchors one end of the High Line elevated 
walkway and has a cascade of balconies and 
gangplank-like platforms extending out 
from each gallery floor to offer expansive 
views of the Hudson and lower Manhattan. 

And in between the One World and 
Whitney launches, the New York Edition 
(www.editionhotels.com/new-york) opened 
its doors at the Flatiron District end of 
Madison Avenue, in what was once the 
tallest building in the world. A thicket 
of skyscrapers has since sprung up in its 
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DREAM DOWNTOWN 


THE WHITNEY 


Taking in the view from the 
High Line elevated walkway, 
which runs through Chelsea 
from the Whitney. _ 


TRIBECA 

PENTHOUSE 
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vicinity but it still affords some of the best 
views of any hotel room in the city (as well 
as some of the most luxurious amenities), 
and as I explore the canyons of Manhattan 
it s surprising how often I look skyward to 
see the Editions golden crown has popped 
up above the crowded cityscape. 

The 230 Fifth rooftop bar (www.230- 
fifth.com), a short stroll from the Edition 
across Madison Square Park on Fifth 
Avenue, is great for a late-night drink with 
all-encompassing mid-town views, but for 
the best sunset tipple head uptown along 
Fifth Avenue to the Roof Garden Cafe and 
Martini Bar at the Metropolitan Museum 
of Art (www.metmuseum.org) to sip on 
a glass of wine as the sinking sun lights 
up the grand apartment buildings lining 
Central Park (the bar reopens in May). 

Then there’s the lush PH-D rooftop 
lounge at the hip Dream Downtown 
(www.dreamhotels.com/downtown), 
neighbouring the Meatpacking District: 


in the sticky New York summer the hotel s 
outdoor pool, complete with a sandpit 
“beach”, is also popular with guests. While 
rooftop pools are a rarity in Manhattan, 
two blocks downtown from the Dream 
is another pool with a view, on the roof 
of Soho House (www.sohohouseny.com). 

THE ROOFTOP 
POOL AT THE 
DREAM HAS ITS 
OWN MINI BEACH 

It also happens to be New York-based 
model and recently appointed Qantas trend 
consultant Jessica Hart s favourite rooftop 
bar in the city. “It s so much fun,” Hart 
says. “They serve great food, play great 
music and make a mean picante margarita.” 

The last word on rooftop indulgence in 
New York, however, may well go to the 
TriBeCa penthouse at Robert De Niros 


Greenwich Hotel (thegreenwichhotel.com/ 
penthouse). With more than 3,000 square 
metres of terraces across two levels on top of 
the Greenwich and striking interiors that 
call on the Japanese aesthetic of finding 
beauty in imperfection (think rough-hewn 
beams and stone slabs), the sprawling rustic- 
luxe penthouse is one of the most remarkable 
hotel offerings IVe ever encountered. 

Looking out over TriBeCa from the 
penthouse terrace, I spy a garden apartment 
on the roof of the building across the street, 
a bank of windows revealing cosy interiors. 
But then I look up at the taller buildings 
across Greenwich Street and realise that no 
matter how high up you are in New York 
there will almost certainly be someone 
higher up looking down at you. ■ 

Vogue travelled with Qantas, which operates 
daily services from Sydney, Melbourne and 
Brisbane to New York via Los Angeles; 
www.qantas.com.au. For the official online 
guide to New York, go to www.nycgo.com. 
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Suite style 

Two hotels within a stones throw of each other in 
MANHATTAN appeal to quite different 



Timeless elegance in 
the Plaza’s Hardenbergh 
Suite with views 
of Qentral Park. 


A view of the 


historic hotel 


Exuding classic American 
glamour, the historic Plaza 
hotel merges its glittering 
past with a dazzling future. 


THE PLAZA 


N ew York s Plaza Hotel caused 
a ruckus in the hospitality 
industry when it opened in 
mid-town Manhattan in 1907. 
Designed to embody the glory of a French 
chateau, luxury and sophistication in this 
city had never been so extravagant. 

Today, more than 100 years on, the stately 
exterior of the hotel is still a commanding 
sight, and entering the lobby on Fifth 
Avenue, its Beaux-arts opulence is even more 
pronounced, with huge Baccarat chandeliers 
sparkling from decorative ceilings in a 
marble space of grand proportions. 

Standing in this iconic hotel, its storied 
past is still redolent. You almost expect to see 
regular Plaza guests from a bygone era - film 
stars, royals, presidents and literary greats 
the likes of Ernest Hemingway and F. Scott 
Fitzgerald among them - wander by. 

These days, though, the hotels ongoing 
connection to New York society attracts a 
new breed of fashionistas who can be 
spotted dining and mingling in the beautiful 
public spaces, all a clever fusion of old-world 


and new. The light-filled Palm Court, an 
original feature of the Plaza beautifully 
reimagined by architect Thierry Despon, is 
famed for its afternoon tea. In the lobby’s 
Champagne Bar, the glam set rendezvous 
for drinks, while the plush Rose Club serves 
an epicurean menu and hosts live jazz on 
Wednesdays. For guests seeking a more 
casual vibe, two food halls at lower-ground 
level offers myriad gourmet options. 

There are 282 guestrooms including 102 
suites at the Plaza, each a perfect union of 
French elegance and contemporary chic. 
Fans of Eloise books may consider reserving 
the Eloise Suite, conceived by fashion 
designer Betsey Johnson; while the F. Scott 
Fitzgerald Suite has, beyond its obvious 
literary associations, an Australian 
connection. Launched in celebration 
of Baz Luhrmann’s film adaptation of 
The Great Gatsby, the art deco oasis was 
designed by our own Catherine Martin. 
Fifth Avenue at Central Park South, New York; 
wwwfairmont. com/the-plaza-new-york. 
The Plaza is a Fairmont-managed hotel. 


FORTHEGIRLWHO: 


• WEARS .. . Oscar de la Renta 




and Giambattista Valli. 

• ACCESSORISES 

WITH ... Mark Cross bags 
and Manolo Blahnik shoes. 

• FAVOURITE ARTISTS 
INCLUDE ... Mark Rothko, 

Man Ray and Wassily Kandinsky. 

• DRINKS .. . mimosas before 

12pm, Bellinis in the afternoon. 

• EATS AT .. . the East Pole, 

and crab toast. 


Givenchy 


earrings, 

$1,150. 
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THE QUIN 

Art and luxur}^ come together 
in style at the urban sanctuary 
that is the Quin hotel. 

W alking into the high- 
ceilinged lobby of the 
Quin, on the corner of 
West 57th Street and 
Sixth Avenue two blocks from Central 
Park, you are greeted with a wall of video 
screens displaying digital artworks, your 
first cue that this is no ordinary luxury 
hotel. The walls of the lobby and hallways 
of each floor are home to a permanent 
collection of cutting-edge photography, 
paintings and mixed media artworks, the 
most visible part of the ambitious Quin 
Arts program, which also encompasses an 
artist-in-residence program and exhibitions 
and performances. 

The focus on the arts was inspired by the 
buildings heritage as a former home 
to artists such as Georgia O’Keeffe and 
Marc Chagall, and extends to the Quin’s 
comprehensive concierge program: the 
hotel’s “attaches” can book exclusive gallery 
tours for you or curate the dream itinerary 
for performing arts aficionados. If the only 
performance art you’re interested in is 
trying on shoes, the Quin’s attaches can 
organise a private shopping experience at 
Bergdorf Goodman (as a guest of the hotel 
you’ll also have private access to Bergdorf 
Goodman’s personal shoppers on direct 
dial from your room) or give you the 
lowdown on the pick of the Fifth Avenue 
boutiques one block away. For foodies the 
attaches will endeavour to secure a coveted 
reservation at one of the city’s fine dining 
hotspots or even guide you to the leading 
exponents of sustainable local fare - 
all in the name of giving guests the 
“quintessential” New York experience. 

When you need some respite from the 
street-level bustle you can always retreat to 
the sanctuary of your room, which, thanks 
to unusually wide windows, will be filled 
with sunlight during the day and warm, 
soft lighting at night. Not that you may 
want to relax in your room for too long: the 
library off the lobby has a fantastic selection 
of photography and design books to browse 
(as well as a tempting candy bar), while 
the popular Wayfarer seafood grill on the 
ground floor quickly Alls up with the after- 
work crowd for good reason. 

101 West 57th Street at Sixth Avenue, New 
York; www.thequinhotel.com. 



FOR THE GIRL WHO 


• WEARS .. . Alexander 

Wang and Rosie Assoulin. 

• ACCESSORISES 

WITH .. . Francesco Russo 
heels and aviator sunglasses. 

• LISTENS TO ... 

the Weeknd, Tinashe and 
Tame Impala. 

• DRINKS .. . activated 

charcoal lemonade. 

• EATS AT ... Cafe 

Clover and Shake Shack 
(on weekends). 
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A night to 
remember 


Pop-ups, runway shows and music performances 
were all on offer as VogiLe Fashion’s Night Out, 
presented by Olympus, hit Melbourne and Sydney. 


Vogue editor-in-chief 
Edwina McCann at the 
launch of the inaugural 
VFNO event in Melbourne. 


MELBOURNE 


Australia’s biggest shopping event took over the streets of 
Melbourne for the first time this year. In partnership with 
Olympus, the City of Melbourne, David Jones and 
InterContinental Melbourne The Rialto, Vogue Fashion’s 
Night Out (VFNO) launched in the Melbourne CBD on 
Friday, August 28 . The one-night-only shopping 
extravaganza kick-started Melbourne Spring Fashion Week 
(MSFW) and was a chance for fashionistas to meet the 
Vogue team and shop like a VIP while enjoying runway 
shows, live music and amazing pop-ups all over the city. 


The pop-up Olympus 
photo booth was the 
place to have your 
picture taken or get 
behind the camera, 
like model Montana 
Cox (left), with an 
Olympus OM-D 
E-MSMarkll. 


Eves the Behavioc' 


NewsLifeMedia CEO 
Nicole Sheffield and the 
ird Mayor ofVlelbourne, 
Robert Doyle. 


Model and David 
Jones ambassador 
Montana Cox. 


Vogue Living 
editor-in-chief 
Neale Whitaker 
and Vogue 
editor-in-chief 
Edwina McCann 
at Olympus. 


The Olympus 
OM-D E-MIO 
Mark II. 














The Vogue t^2ixxv 
checked out the 
launch of Witchery 
Balance, the brand’; 
lifestyle collection. 


VFNO kick-started the 
Melbourne Spring Fashion 
Week’s three-day MSFW: 
Shop the City shopping 
event with a runway show 
in Little Bourke Street. 


Vogue Livings Neale 
Whitaker was at 
the H&M store at 
Melbourne’s GPO, 
which showcased his 
picks of this season’s 
H&M Home range. 


The Market Lane Bar at InterContinental 
Melbourne The Rialto was the perfect venue for the 
Vogue team to toast the success of the first VFNO 
event in Melbourne. Post-celebrations, the team 
checked into the hotel for a good night’s sleep. 


Whitaker at hl-AW Home. 


The Bourke Street Mall 
store was a must-visit 
with fashion shows, 
beauty treats and a 
Man Cave for the boys. 


WITCHERY 


MSFW 


H&M HOME 


MELBOURNETHE RIALTO 




- 


NewsLifeMedia’s ^ 
Nick Smith and Neale 








THE BODY SHOP 



Mini-Spa treatments with 
products from the brand’s 
new Spa of the World range 
were on the menu in-store. 


Vogue senior market editor Philippa Moroney 
(above, far right) talks trends, styling and 
homewares with the International School 
of Colour+Design team. 


Irresistible treats 
at Tiffany & Co. 


At Georg Jensen. 


INTERNATIONAL SCHOOL 


OF COLOUR+DESIGN 


It was shoppin|^with a heart at 
Bulgari - with every purchase of 
a Save the Children pendant or 
ring, the company donated $120 
to Save the Ch i M <-en Australia 
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SYDNEY 


In partnership with Olympus and the City of Sydney, 
Vogue Fashion s Night Out (VFNO) stormed Sydneys 
CBD on Thursday, September 3. For the sixth annual 
VFNO, there was an array of entertainment, from 
Olympus VFNO fashion shows styled by Vogue and 
celebrity and fashion industry VIP appearances to 
musical performances and amazing pop-ups. Major 
retail partner David Jones launched its loungewear 
and lingerie brand JT One and had something for 
everyone, including a pop-up Man Cave for the boys. 


The Olympus 
VFNO fashion 
shows styled by 
Vogue were a hit with 
fashionistas at the 
Olympus pop-up 
photo booth. 


From fashion parades to live 
musical entertainment and 
a slumber party with David 
Jones ambassador Montana 
Cox and YouTube sensation 
Alii Simpson, it was all 
happening at David Jones. 


VOGUEPROMOTION 


OLYMPUS 


Emma Louise 


DAVID JONES 


Models at the VFNO launch 
with Olympus OM-D E-MIO 
Mark 1 1 cameras. 
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fl From left; Sydney 

M' ^ ® V "k 

Lord Mayor Clover 


Moore and Vogue 

%.4 j. 

editor-in-chief 

V H ,1 ( V Jl^ 

Edwina McCann at t.yMi 


the VFNO launch. 



RETii^i 


Ej^Fi 


h 5 ' jHS 












A mini-spa experience awaited those who 
sought out The Body Shop pop-up store. 
Shoppers were treated to hand massages 
using the brand’s Spa of the World range. 


Vogue Livings in partnership with 
Austral Bricks, hosted drinks at 
The Fashion Haus, a chic pop-up bar 
with a shimmering gold brick interior. 


To celebrate 
the launch of 
Waterford’s Rebel 
collection, the brand 
set up shop in a 
beautifully lit 
shipping container 
in Martin Place. 


The make-up artists at the Yves Saint Laurent 
Beaute Studio Lumiere pop-up studio were on hand 
to provide make-up touch-ups and manicures and 
showcase the brand’s iconic range of lip colours. 


Sportscraft marked 
VFNO with an 
exclusive offer and 
designer Marilyn 
Taffs in-store for 
a meet and greet. 
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From left: Vogue's 
Sophie Tedmanson 
and Edwina McCann, 


Vogue staffers checking 
out the Oroton range 
on display for VFNO. 


Vogue Living 
editor-in-chief 
Neale Whitaker at 
The Fashion Haus. 


THE BODY SHOP 


AUSTRAL BRICKS 


YVES SAINT LAURENT BEAUTE 
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Acclaimed artist Shannon 
Crees was at work at Sunglass 
Hut in Pitt Street Mall - and 
a lucky winner received an 
original artwork by Crees. 
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WITCHERY 




The launch of * 

Witchery Balance, 
the brand’s latest 
lifestyle collection, 
was a drawcard 
for shoppers. 
t 


RACHEL’S GOURMET 


GREEKYOGHURT 


For a taste of indulgent luxury, shoppers headed ^ | 

to the Rachel’s pop-up yoghurt cafe to try 
the brand’s Gourmet Greek Dessert Yoghurt 
in a delicious range of on- trend flavours. 


^ Once again. Vogue 
teamed up with 
Bassike to create this 
year’s black- and-gold 
VFNO T-shirt. 


The Daily Edited 
1.. pop-up featured its 
. range of covetable 

leather goods, plus 
monogramming 
was also on offer. 


lAHCOME 


VFNO insider Sara 
Donaldson, from Harper 
& Harley, was at the 
Lancome counter at David 
Jones to give her take 
on Lancome’s Miracle 
Cushion liquid make-up. 


BROUGHT TO YOU BY 

OLYMPUS* 


MELBOURNE 

SPRING 

FASHION 


MEEK 
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She’s the one from page 1 89 



Swift will be finishing up her tour in Australia just before her 
26th birthday in December. Her stadium concerts consistently sell 
out, so she doesn’t get nervous on stage anymore (“If people bought 
tickets to see me, then they don’t necessarily want me to do badly,” 
she reasons) but admits instead: “If I’m being honest, at some 
awards shows, because if the energy out there is really competitive, 
I know exactly what people, who are my competition, how they 
might hear me and it’s a really stressful environment when you’re on 
stage. You feel like, maybe some people in the first few rows wish 
you would trip and fall, and then it would become a viral video. 
That’s a pretty stressful and hectic situation to put yourself in, but it’s 
my job so I deal with nerves and just do it and hope for the best.” 

On her past tours special guests would be other artists whose 
hometown she was performing in, or who were touring at the same 
time. “But I figured, if I kept on doing the same thing, people would 
then expect who I was going to bring out, so I wanted to really 
amp up the element of surprise.” This tour has included everyone 
from Serena Williams, Julia Roberts and Joan Baez to Justin 
Timberlake and John Legend and up-and-coming artists, which 
additionally proves her pulling power and clout. “I’ll approach them 
and say: T’ll fiy you to a city on the tour. I’ll fiy you there and back,”’ 
she says, aware of the difficulty of surprising fans in 2015 (she 
describes how sound checks are done without speakers switched on, 
since fans are outside trying to guess who the surprise guest is). 
“Part of being an entertainer is to try and show people something 
that’s going to confuse them, delight them, surprise them.” 

Another surprise of sorts was when she pivoted musically to 
embrace pop for her latest album, rather than going for her usual 
country. “You can take that in two different directions: you can take 
it in the direction of shock, or you can take it in the direction of 
surprise. I choose surprise every time because I would so much 
rather plan an elaborate surprise that’s going to delight them rather 
than trying to shock.” She’s thoughtful about what she wants to 
elicit from her fans. “Where shock value is your only trick, it’s harder 
to maintain a long career. I can keep surprising them, which is a big 
deal for me to capture that emotion because it’s so rare these days.” 

There’s a lyrical quality to how she puts words together. Her 
favourite writer is F. Scott Fitzgerald, for the “beauty and 
eloquence of his language itself. His writing is more poet and 
songwriter in nature than novelist.” And, of course, we know that 
it’s there in her songs, where she inserts poetic conceits (“I’m a 
nightmare dressed like a daydream”, as she taunts in Blank Space). 
It’s there in how she speaks, too: the cadences in her sentences, the 
unlearnable consciousness of rhyme, rhythm and repetition. But 
it’s undercut by a voice that’s lower in pitch and more serious in 
tone than her songs may suggest, though with just enough of that 
queen bee bite to it, an ideal accompaniment to those masterful 


turns of phrase in her song lyrics. “Being a songwriter is the reason 
why I approached all of this with such conviction. I don’t think 
that I would care l/16th as much if I didn’t write every song lyric 
that you hear me sing,” she says, the words gushing out over the 
phone. “It drives everything, it drives creative ideas about what the 
music videos are going to be, it drives the production elements that 
are going to be on tour and the stories I want to tell. It absolutely 
determines everything; everything’s drawn from the lyrics.” 

It was her writing abilities that ignited her musical career. She 
won a national poetry competition in primary school, and was the 
youngest ever songwriter to be hired by Sony, at the age of 13. 
Catchy songs aside, the way she communicates to her fans allows 
them intimate access through coded line notes and a social media 
account full of visual and literary witticisms about herself, internet 
memes and other in-the-know subjects. “Social media can be such 
an amazing tool to talk to fans. I go on Tumblr to read someone’s 
having a bad day and I’ll send them a message to try and cheer them 
up, or I’ll comment on a video of a little kid dancing to my song,” she 
says. “Another way is that I have friends who are models but are also 
loved by my fans because they have personality, which they can 
show fans on social media. Gigi [Hadid] and Kendall [Jenner] are 
really great at it and Cara [Delevingne] is amazing . . . [the fans] feel 
that they know these girls because they are so open about their lives 
and I think that element is great in my career too. People can go 
onto my Instagram and see weird videos of my cat as well as behind- 
the-scenes of the Bad Blood video. I like it to be a mix.” 

She’s pinpointed this talent within herself. “I love being around 
people. It’s not something I can control; it’s like a genetic part of my 
personality that I was born with,” she explains. “What you don’t 
realise when getting into music is that a huge part of your job, your 
career and your industry is meeting people you’ve never met before, 
and having short conversations that have to be meaningful even 
though they’re short.” A fruitful career in any artistic pursuit is a 
mixture of talent, luck and perseverance, so Swift may well have 
highlighted another factor for the 21st century expected of 
celebrities: access for all. “My greatest strength is not disliking new 
people or being around people, even if I don’t know them.” 

The road to pop music stardom is fraught with obstacles. Swift, 
of all people, knows this best. She lists the biggest misconceptions 
about her: “From 2012 it’s like: ‘Oh, she’s boy crazy!’ - I’m chasing 
this boy, or I’m desperate - and then the ones from 2010: ‘Too 
much too soon, is she even talented?”’ Or, the ones from more 
recently: “You know, like: ‘Her friendship clique is just one group 
of mean girls!’ There’s too many to pick from so they drown each 
other out. There’s too many to pick a favourite,” she says in one 
breath, reeling off the list with startling timeline accuracy. 

Casting an eye over her past two years, she acknowledges she’s 
changed personally. “I look back on that person I was and think 
of how I had such a different life, different priorities, different 
opinions on things.” For a more final iteration of her career, she’s 
lightly entertaining the idea of remaining in the music industry 
but behind the scenes. “If I were to say: ‘Okay, what am I going to 
be doing when I hit 40?’ I have no way of knowing but I hope 
I would still have music in my life,” she says as a caveat. 

“But if I were to give you my best guess I’d say I’ll write songs for 
other people, or I’ll create an album that’s about what I’m going 
through at that point in my life. We’re people-pleasers, that’s why 
we became entertainers, so if people don’t want you to be on 
stage anymore in sparkly dresses singing songs to teenagers when 
I’m 40, then I’m just not going to do it. It’s just a goal of mine to 
not try and be something I’m not.” Her next surprise? Coming 
to us in three, two, one ... ■ 
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EMMASUMMERTON 


ASTROLOGER: STELLA NOVA 


HOROSCOPES 


SCORPIO 

24 OCTOBER - 22 NOVEMBER 

This month brings your annual energy 
boost to top you up for the next 12 
months. It s a perfect time to reinvent 
yourself and take a stance with your 
finances. Expect to cross paths with 
people who can help you achieve your 
dreams now, and while love may feel 
secret or in the process of evolution, 
take the time to get romance right. 

STYLE ICON: Lorde 

SAGITTARIUS 

23 NOVEMBER -21 DECEMBER 

You’re not usually one for details, being 
more of a big-picture kind of gal, but 
this month’s new moon crystallises your 
thinking. Whatever you turn your mind 
to now, you’ll have the answer and 
you’re fearless in applying it too, 
whether it’s adding extra shimmer to 
a relationship that has lost its gloss or 
developing a flawless career plan. 

STYLE ICON: Gemma Chan 

CAPRICORN 

22 DECEMBER -20 JANUARY 

Make new connections or consider 
adding new depth with your current 
crew this month. It’s also your best 
time to start any projects as the new 
moon helps you turn visions into 
viable ventures now. This also works 
for your career where collaboration 
is crucial. Wellbeing needs a revamp 
to lift you into awesomeness. 

STYLE ICON: Vanessa Paradis 

AQUARIUS 

21 JANUARY - 19 FEBRUARY 

If work has been a bore lately, now’s 
your chance for change and to get 
enthusiastic again. This might mean 
digging deep to unearth hidden gems 
about your job or gaining new skills 
to do it differently. You could 
potentially find love on a training 
course this month, too. Power is your 
hidden agenda now, so pursue it. 

STYLE ICON: Alicia Keys 

PISCES 

20 FEBRUARY -20 MARCH 

Be open to inspiration now, no matter 
how far out of your comfort zone it may 
be. Your intuition will put you ahead 
when it comes to what’s on trend. 
Serious discussions about your career are 
likely, as are negotiations about finance 
and love. Expect some curve balls, but 
know that destiny has big plans for you 
linked to major power players. 

STYLE ICON: Sam Taylor-Johnson 

ARIES 

21 MARCH -20 APRIL 

A great relationship could come out 
of this month’s cosmic connections. 
Venus and Mars link to produce the 
right amount of chemistry for a 
well-balanced partnership with 
staying power, at work or in love. A 
healthier lifestyle and work ethic add 
to a sense of life moving in the right 
direction. Put knowledge into action. 
STYLE ICON: Rooney Mara 

TAURUS 

21 APRIL -21 MAY 

Love gets a fresh start now for solo 
bulls, but the planets are also blessing 
new joint ventures at work. Getting 
inventive with your resources is 
essential as your usual funding 
options could be wearing thin. Ideas 
that appear crazy at first may be 
winners once coupled with your 
legendary good taste and tenacity. 

STYLE ICON: Gigi Hadid 

GEMINI 

22 MAY-21 JUNE 

Make fitness your goal this month. A 
full moon in your sign suggests that you 
need new inspiration to lift you out of 
a lull, but your wellbeing wish is the 
universe’s command now and friends 
could help you make an unexpected 
fitness breakthrough. It’s also a super- 
romantic time so get ready to shack up, 
or even to make your home baby-friendly. 
STYLE ICON: Helena Bonham Carter 

CANCER 

22JUNE-23JULY 

You might feel like you’ve lost your 
mind now as you throw caution out the 
window and embrace your dark side. 
Chucking out the chintz and turning 
your bedroom into a boudoir may be 
inevitable now, too. Set aside some of 
this passion for your career, where 
doing what’s not expected of you 
(in a good way) also gets attention. 

STYLE ICON: Vera Wang 

LEO 

24 JULY -23 AUGUST 

You could become a real homebody 
this month. The urge to be snug is 
strong now, and contact with the world 
outside works best via flirty texts with 
your significant other or by honing 
your online profile if you’re looking for 
love. Aim to achieve an ambition on 
your bucket list, for a personal pride as 
well as to have a new saga to share. 

STYLE ICON: Charlize Theron 

VIRGO 

24 AUGUST - 23 SEPTEMBER 

There’s no better time to explore your 
destiny. Opportunities may come your 
way like never before, so be open, 
especially if your career seems to have 
hit an impasse lately. Knowledge is 
power, and ways to arm yourself with 
new information could emerge now, as 
could unexpected resources to help fund 
training or complete career change. 

STYLE ICON: Jada Pinkett Smith 

LIBRA 

24 SEPTEMBER - 23 OCTOBER 

You’re the go-to gal for love, style and 
beauty now. Work this phase while 
it lasts, which is all the way into 
December. Relationships get exciting 
but erratic again, and you have the 
cosmos on your side at last when it 
comes to finances, but only if you’re 
prepared to overhaul the way you 
handle your money. 

STYLE ICON: Gwyneth Paltrow 
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Acne (02) 9360 0294 and available from a 
selection at Bloodorange (02) 9357 2424 
and Harrolds (02) 9232 8399. 

Alberta Ferretti available from a 
selection at www.Net-A-Porter.com. 
Alexa Chung for AG available at 
www.matchesfashion.com, www. 
mytheresa.com and www.shopbop.com. 
Alice McCall (02) 9280 0333. 

Alinka www.alinkajewellery.com. 
Altuzarra available from a selection 
at www.farfetch.com and 
www.matchesfashion.com. 

American Apparel available from a 
selection at store.americanapparel.com.au. 
Anna Sui www.annasui.com. 
Aquazzura available from a selection 
at Belinda (02) 9328 6288, Miss Louise 
(03) 9654 7730, The Corner Shop (02) 
9380 9828 and www.Net-A-Porter.com. 
Araks www.araks.com. 

Balenciaga available from a selection 
at Harrolds (02) 9232 8399. 

Bally 1800 781 851. 

Banana Republic 
www.bananarepubic.com. 

Bassike (02) 8457 6800. 

Bianca Spender 
www.biancaspender.com. 

Bionda Castana accessories 
available from a selection at 
Miss Louise (03) 9654 7730. 

Bottega Veneta (02) 9239 0188. 

Bulgari (02) 9233 3611. 

Burberry Prorsum 1800 628 024. 

By Charlotte www.bycharlotte.com.au. 
Calvin Klein Collection available 
from a selection at Myer Melbourne 
(03) 9661 1 1 1 1; www.calvinklein.com. 
Camilla and Marc 
www.camillaandmarc.com. 

Cara Mia Vintage 
www.caramiavintage.com. 

Cartier 1800 130 000; www.au.cartier.com. 
Chanel (02) 9233 4800, (02) 9243 1311, 
(03) 9671 3533 or (07) 3859 4707. 
Chanel cosmetics and fragrances 
(02) 9900 2944 or 1300 242 635. 
Charlotte Chesnais available from a 
selection at www.matchesfashion.com. 
Charlotte Tilbury 
www.charlottetilbury.com/au. 

Chloe accessories available from a 
selection at Miss Louise (03) 9654 7730. 
Chloe fragrances 1800 812 663. 
Christian Dior (02) 9229 4600 
and (03) 9650 0132. 

Christian Dior Beauty (02) 9695 4800. 
Christopher Esber 
www.christopheresber.com.au. 
Christopher Kane available from a 
selection at Belinda (02) 9380 8725. 
Derek Lam available from a selection 
at www.Net-A-Porter.com and 
www.shopbop.com; www.dereklam.com. 
Dion Lee available from a selection 
at Corner Shop (02) 9380 9828; 
www.dionlee.com. 

Dolce & Gabbana available from 
a selection at David Jones 133 357. 

Dolce & Gabbana glasses available 
from a selection at OPSM 1800 626 300. 
Dolce & Gabbana sunglasses available 
at www.sunglasshut.com.au. 

Donna Karan available from a selection 
at www.Net-A-Porter.com. 

Dries Van Noten available from a 
selection at Belinda (02) 9328 6288, 

David Jones 133 357, Poepke (02) 9380 761 1 
and www.thenewguard.com.au. 


Elie Saab www.eliesaab.com. 

Elizabeth Arden 1800 015 500. 

Ellery available from a selection 
at The Corner Shop (02) 9380 9828; 
www.elleryland.com. 

Emilio Pucci accessories available 
from a selection at Miss Louise 
(03) 9654 7730. 

Emilio Pucci available from 
a selection at David Jones 133 357. 
Equipment available from a selection at 
www.farfetch.com and www.shopbop.com; 
www.equipmentfr.com. 

Eugenia Kim available from a selection 
at www.Net-A-Porter.com and www. 
shopbop.com; www.eugeniakim.com. 
Fendi available from a selection 
at www.mytheresa.com and www. 
Net-A- Porter. com; www.fendi.com. 
Frame Denim available from a selection 
at www.Net-A-Porter.com and 
www.shopbop.com; frame-denim.com. 
Giamba available from a selection 
at www.mytheresa.com. 

Giambattista Valli available from a 
selection at www.matchesfashion.com 
and www.Net-A-Porter.com; 
www.giambattistavalli.com. 

Gianvito Rossi accessories available 
from a selection at Miss Louise 
(03) 9654 7730, www.farfetch.com 
and www.Net-A-Porter.com; 
www.gianvitorossi.com. 

Giorgio Armani (02) 8233 5888 
or (03) 9662 1661. 

Givenchy available from a selection 
at David Jones 133 357 and Marais 
(03) 8658 9555. 

Gucci 1300 442 878. 

Gucci fragrances 1800 651 146. 
Hermes fragrances (02) 9287 3200. 
Hugo Boss (03) 9474 6330. 

Isabel Marant available from a selection 
at Belinda (02) 9328 6288, Marais (03) 
8658 9555, Parlour X (02) 9331 0999, 

The Corner Shop (02) 9380 9828, 
www.Net-A-Porter.com and 
www.thenewguard.com.au. 

Isabel Marant Etoile available from 
a selection at Parlour X (02) 933 1 0999, 
www.farfetch.com and 
www.matchesfashion.com. 

Issada www.issada.com. 

James Read 

www.meccacosmetica.com.au. 

Jennifer Behr available from a 
selection at Desordre (02) 8065 2751. 
Jonathan Saunders available from 
a selection at www.farfetch.com and 
www.Net-A-Porter.com; 
www.jonathan-saunders.com. 

Josh Goot (02) 9361 3555. 

Kalmar Antiques (02) 9264 3663. 
Karen Walker available from 
a selection at Myer 1800 811 611; 
www.karenwalker.com. 

Kerastase 1300 365 552. 

Kirstin Ash www.kirstinash.com. 
L’Oreal 1300 659 359. 

La Prairie 1800 649 849. 

Lanvin accessories available from a 
selection at Jean Brown 1800 253 882 
and www.thestyleset.com. 

Lanvin clothing available from a 
selection at Belinda (02) 9328 6288, 

David Jones 133 357, Harrolds 

(02) 9232 8399, www.Net-A-Porter.com 

and www.thestyleset.com. 

Longines (03) 8844 3300. 

Louis Vuitton 1300 883 880. 


Lover www.loverthelabel.com. 

Lucy Folkwww.lucyfolk.com. 

Macgraw www.macgraw.com.au. 

Mad Jewels www.shopmadjewels.com. 
Maison Michel available from 
a selection at www.matchesfashion.com, 
www.Net-A-Porter.com. 

Marc Jacobs clothing available from 
a selection at www.Net-A-Porter.com 
and www.marcjacobs.com. 

Marimekko www.marimekko.com. 
Marni (02) 9327 3809 and available from 
a selection at www.Net-A-Porter.com. 
Marques Almeida available from 
a selection at www.farfetch.com, 
www.matchesfashion.com and 
www.Net-A-Porter.com. 

Mary Katrantzou available from 
a selection at www.farfetch.com; 
www.marykatrantzou.com. 

Maticevski available from a selection 
at Myer 1800 81 1 611. 

Melet Mercantile 
www.meletmercantile.com. 

Melissa Joy Manning available from 
a selection at www.Net-A-Porter.com; 
www.melissajoymanning.com. 

Michael Kors www.michaelkors.com. 
Missoni available from a selection at 
www.stylebop.com. 

Miu Miu (02) 9223 1688. 

ModelCo (02) 8354 6700. 

Nars www.meccacosmetica.com.au. 
Nerida Winter www.neridawinter.com. 
Nicholas available from a selection 
at www.greenwithenvy.com.au; 
www.nicholasthelabel.com. 

Nobody www.nobody.com.au. 

Olay 1800 028 280. 

Ole Lynggaard 1800 765 336. 

Oscar de la Renta available from 
a selection at www.Net-A-Porter.com. 
Paspaley 1300 888 080. 

Pebble www.pebblelondon.com. 
Perricone MD 
www.meccacosmetica.com.au. 

Petite Grand available from a selection 
at www.greenwithenvy.com.au; 
www.petitegrand.com. 

Philip Treacy available from a 
selection at www.farfetch.com 
and www.Net-A-Porter.com. 

Prada(02) 9223 1688. 

Raey available from a selection 
at www.matchesfashion.com. 

Rag & Bone available from a selection 
at The Corner Shop (02) 9380 9828; 
www.rag-bone.com. 

Red Valentino available from a selection 
at www.farfetch.com, www.Net-A- 
Porter.com and www.mytheresa.com. 
Revlon 1800 025 488. 

Rimmel 1800 812 663. 

Rochas accessories available from a 
selection at Miss Louise (03) 9654 7730. 
Roger Vivier available from a selection 
at www.farfetch.com, www.luisaviaroma. 
com and www.mytheresa.com. 

Rosantic available from a selection 
at www.Net-A-Porter.com. 

Rupert Sanderson available from 
a selection at www.farfetch.com 
and www.stylebop.com. 

Ryan Storer available from a selection at 
www.farfetch.com; www.ryanstorer.com. 
Saint Laurent accessories available 
from a selection at Miss Louise 
(03) 9654 7730, www.Net-A-Porter.com 
and www.thestyleset.com. 

Salvatore Ferragamo 1300 095 224. 


Samatha Wills 

www.samanthawills.com. 

Sarah & Sebastian 
www.sarahandsebastian.com. 

Scanlan Theodore 
(03) 9639 6500 or (02) 9380 9388. 
Schiaparelli www.schiaparelli.com. 
Schwarzkopf 1800 022 219. 

See by Chloe available from a selection 
at www.farfetch.com, www.mytheresa. 
com and www.Net-A-Porter.com. 
Seiko www.seiko.com.au. 

Shiseido 1800 225 032. 

ShuUemura 1300 651 991. 

Silver Plume (02) 9362 3324. 
Smashbox 

www.meccacosmetica.com.au. 

Sophia Webster available from 
a selection at www.farfetch.com 
and www.Net-A-Porter.com. 
St.Tropez 1800 358 999. 

Stephanie Kantis 
www.stephaniekantis.com. 

Strateas Carlucci 
www.strateascarlucci.com. 

Suzy O’Rourke 
www.suzyorourke.com.au. 

The Body Shop 1800 065 232. 

The Hatmaker (02) 9360 0041. 
Thomas Sabo (02) 9222 9244. 
Thurley www.thurley.com.au. 
Tiffany* Co. 1800 731 131. 

Toga Pulla available from a 
selection at www.farfetch.com, 
www.matchesfashion.com, 
www.Net-A-Porter.com 
and www.shopbop.com. 

Tom Ford available from a selection 
at www.Net-A-Porter.com. 

Tom Ford Beauty 
www.tomford.com. 

Tommy Hilfiger available from 
a selection at David Jones 133 357. 

Tory Burch available from a 
selection atwww.shopbop.com; 
www.toryburch.com. 

TY-LR www.ty-lr.com. 

Ultraceuticals 1800 355 890. 
Valentino available from a selection 
at Parlour X (02) 9331 0999, 
www.matchesfashion.com. 

Veronika Maine 
www.veronikamaine.com.au. 

Versace (02) 8246 9118, 

(03) 9686 1088 or (07) 5591 8080. 
Viktoria Novak 
www.viktorianovak.com.au. 
Zimmermann 
www.zimmermannwear.com. 


PRIVACY NOTICE 

NewsLifeMedia collects information about you, 
including for example your name and contact 
details which you provide when registering or 
using our services as well as information from 
data houses, social media services, our affiliates 
and other entities you deal or interact with for 
example by using their services. We collect and 
use that information to provide you with our 
goods and services, to promote and improve 
our goods and services, for the purposes 
described in our Privacy Policy and for any 
other purposes that we describe at the time of 
collection. We may disclose your information to 
our related companies, including those located 
outside Australia. Any of us may contact you for 
those purposes (including by email and SMS). 

We may also disclose your information to our 
service and content providers, including those 
located outside Australia. If you do not provide 
us with requested information we may not 
be able to provide you with the goods and 
services you require. Where you have entered 
a competition, we may disclose your personal 
information to authorities if you are a prize 
winner or otherwise as required by law. Further 
information about how we handle personal 
information, how you can complain 
about a breach of the Australian Privacy 
Principles, how we will deal with a complaint 
of that nature, how you can access or seek 
correction of your personal information and 
our contact details can be found in our privacy 
policy at www.newscorpaustraliaprivacy.com. 
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VOGUEPROMOTION 


Radiant 


DISCOVER A MORE 
YOUTHFUL YOU WITH 
DR JACK TING MB.BS.FACCS 

Dr Ting recommends basic surgical procedures 
designed to rejuvenate three key areas affected 
by the ageing process: the eyes, skin and neck. 


BEAUTY 

Renew your eonfidence and embrace a younger 
look with cosmetic procedures by Dr Jack Ting. 



Actual patient after a Fraxel Reistore After photo of an actual patient who 

Dual I927nm procedure. Results may has had a laser neck lift. Results may 

vary from patient to patient. vary from patient to patient. 


I n the current age of hectic lifestyles and demanding aesthetic ideals, 
more people than ever are turning to experts for help in enhancing 
their natural beauty and regaining a more youthful look. 

A pioneer of laser cosmetic surgery in Australia, Dr Jack Ting is 
internationally trained and globally recognised as a highly skilled specialist. 
He has practised laser surgery since 1988; in 1992 he performed Australia’s 
first laser eyelid surgery and laser facial skin resurfacing. 

Dr Ting’s philosophy is about achieving a natural look, safely. He uses 
his expertise in laser cosmetic surgery to address skin damage such as 
wrinkles, scars and pigmentation, achieving excellent results. 


Photo of an actual patient 10 years after an upper eyelid lift. Results may vary from patient to patient. 



LASER EYE PROCEDURES 

Lasers can be used in the treatment of: 

• droopy upper eyelids 

• puffy lower eyelids 

• double eyelids 

• asymmetrical upper eyelids 

• wrinkles and dark circles under the eyes 

• crepe-like skin on lower eyelids. 

SKIN SOLUTIONS 

Fraxel is a laser treatment that can improve the 
appearance and youthfulness of skin. A range 
of lasers used to target specific issues include: 

• Fraxel Re:store, which treats uneven skin tone 
and clears most pigmentation. Lasers with 
various intensities that can remove most acne 
scars, surgical scars and capillaries, and refine 
pores, are also available. 

• Fraxel Re:pair, which tightens skin on the 
face, neck, chest, breasts and abdomen. 

It reduces wrinkles and can improve the 
appearance of stretch marks and scars. 

LASER NECK LIFT 

A laser neck lift includes the removal of fat 
from the jowls and under the chin using 
liposuction. It addresses sagginess by lifting the 
skin and muscles, which improves the contours 
of the face and the prominence of the cheeks 
without leaving any obviously visible scars. 

WRINKLE-FREE 

A youthful look can be enhanced through the 
use of a permanent filler for deep lines and 
anti-wrinkle injections for more shallow lines. 

NON-INVASIVE 

Non-invasive treatments that can achieve 
dramatic effects include: 

• Liposonix fat reduction and skin tightening 

• Thermage skin tightening. 


Dr Jack Ting, 218 Coogee Bay Road, Coogee, NSW. For more information 
or to request a consuitation, visitwww.drting.com.au orcaii (02) 9665 3247. 
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jUSTA LOCAL STORE 

An Online Clothing + Homewares Boutique offering a unique 
blend of both well known and up and ooming Australian + 

New Zealand designers. S1 goes to Charity from every item sold. 
Keeping things loool + supporting loool. Spring is in full swing 
with designers like IXIAH (piotured), Fella Swim, May The Label + 
Single White Female providing us with the freshest prints 
this Season. 

We keep your shopping experienoe personal - a boutique 
experienoe online. 

wwwJus1alocalstore.com 
S ©Justalocalstor© © /Justalocal 


THE FASHION DARLING 
SCHOOL OF BUSINESS 

Learn Fashion Marketing in 
our AWARD WINNING six week 
online oourse with industry 
speoifio odvioe and strategies. 
Lounoh a fashion brand and 
turn it into a profitable business. 
Enrol now! 

Call C02) 8006 4335 
S @the_fashlon_darllng 
Q /thefashlondarllng 
www;th©fashlondarllng.com 



denim island AUSTRALIA 

Your online destination speoiolising 
in oontemporory fashion - not Just 
denim! 

Tailored to the Australian lifestyle 
with speedy deliveries. 

Shop Denim Island Australia now for 
eoonomioal outting edge fashion 
and more... 

WWW d0nlmfslandauslTatla.com.au 
S ©denimislandau 
B /DenlmlsIandAustralla 



ORANA FASHION 
BUSINESS COLLEGE 

Seoure your plooe in the 
fashion industry now. 

Industry leading fashion 
business program in Sydney. 

Workplooe Training 
Styling Studio 
Industry Professionals 

@oranacoll©g 0 
X toronacollege 
www.oranacollege.com.au 



QRANAI 


PACIFICO OPTICAL 

Hand orofted sunglasses 
inspired by olossio silhouettes 
and the relaxed ooastol 
lifestyle. 

Featuring Italian designed 
ooetote, premium lenses by 
Carl Zeiss Vision, 
and hinges and oomponents 
from European suppliers. 
Shop online 24/Z at 
www.paciflcooptlcal.com 
- free shipping and returns on 
all orders in Australia. 

X ©pacificoopttcal 
gi /PacIflcoOptlcal 
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AUSTRALIAN COLLEGE OF 
PROFESSIONAL STYLING 



Get Into Eoshion Styling. Diploma Course by Correspondenoe. 
Work os a freelonoe fashion stylist or within the main 
bronohes of professional styling inoluding TV, advertising, 
photo shoots, wardrobe & image oonsultonoy. 

Phone for a free information kit. 



SABO SKIRT 


Global youth fashion label Sabo Skirt is designed by style gurus 
Thessy and Yioto Kouzoukos. 

Their oustom hand designed prints and unique ready-to-wear 
oolleotions ore oreoted with a boho-luxe oesthetio in mind. 

Enter oode VCGUE20 online to reoeive 20% off for VGSN. 


1800 238 611 


www.au3tcoll0geprofes9ionatstyllng.com 


ww w^saboskirtcom X ©sabosklrt il / aaboakirt 


To advertise please contact Amy Frear 1300 139 305 


Email: vogueclassifiedsOnewslifemedia. com.au 
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HOLLY RYAN JEWELLERY 

Timeless and unique, the 
epitome of polished 
minimalism. With o strong focus 
on high quality, sustainably 
produced materials and the 
very best craftsmanship, 

Ryan's thoughtfully designed 
Jewellery is made in Australia. 

S ©hollyryan. 

WWW .holly ryan oom.au 
U /HOLLYRYANJEWELLERY 



STYLEKEEPER8 

BOUTiaUE 

Our Philosophy is simple: 
Elegant aesthetics, a classic 
ccicur palette and the 
modern feminine styles for 
fashion-forward and style- 
minded ladies. 

Wear our pieces, ycur way. 


www.sfylokeopors.com 
S ©sfylokoepors-boutiquo 



EMTE 

Emte is a shrine to understated embellishments, quality leather 
goods and signature pieces that promise to complete an outfit. 
With Australian labels like The Horse, Status Anxiety and 
Samantha Wills dominating the brick and mortar store and our 
online boutique, you know you have come to the right place fcr 
everything cn trend, as well os style that will last a lifetime. 

Ph 0433 320 996 I 3 Jamos Sf. Burloigh Hoads Old 4220 
www.weareemte.com S /emtebouttquo 



ECLECTIC LADYLAND 

With a handpicked selecticn cf 
Aussie designers and cult labels. 
Eclectic Ladyland is fcr girls 
whc want to be rock stars one 
day and mermaids the next, 
flower children cr 70s skater 
chicks - whcever ycu feel like 
being tcday! 

With a mix cf labels like twenty- 
seven names, Emma Mulholland, 
Nixi Killick, Ryder, and Hansen & 
Gretel, there is something for all 
of your sartorial whims. 

www.oclectlcladytand.n 0 t.au 



CHRISTIAN PAUL WATCHES 

Christian Paul has resolved to master the art of effortless 
dressing and to follow the one golden rule that when it comes to 
accessories, less is definitely more. The fashion forward brand 
has introduced a range of timepieces, which celebrate 
minimalist design and accessible luxury. 

Eeaturing a classic marble-face in six ccicurways, these 
ccvetable watches ore guaranteed to become the hero piece 
in every wcman's wardrcbe. 

Enter the cede VOGUE cniine tc receive 15% eff the range 
exclusively tc Vegue readers. 

WWW .chr j sf f a npaul .com .a u 

S ©christianpaulwatches B /christianpaulwatchos 


NEED 

MOISTURI8ER7 


www.mu3q.ccfn.au 
S ©musqcosmetfcs 
Q /Musq-Cosmottes 
Imusqhaveit 




INSPIRED BY NATURE 

Cocolux coconut wax candles in pure copper re-useable vessels 
are created to capture the essence of nature and raw luxury. 

www.cocoluxaustraliacom 
S ©cocolux^australia iii /coooluxaustralla 


To advertise please aontaat Amy Frear 1300 139 305 


Email: voguealassifiedsQnewslifemedia. aom.au 


VOGUE AUSTRALIA 


DIRECTORY 



SIB60110 DIPLOMA OF BEAUTY THERAPY 


BEAUTY fie HAIR ACADEMY OF AUSTRALIA 


Do you feel good when you moke others feel good? Turn your 
passion into on exoiting ooreer with a Diploma of Beauty 
Therapy and throw the door wide open to possibility. Feel the 
buzz of graduating with a nationally reoognised quolifiootion. 

Be port of the vibronoy. See the beauty in the world. 


Beauty & Hair Aoodemy of Australia is a beautiful oollege with 
the largest Spa training fooility in Northern Melbourne. We 
guarantee small olosses, only 16 per oloss. Dediooted and 
experienoed instruotors, prootiool hands on experienoe with 
online learning available, BHA is a Registered Training 
Organisation. 


RTO Code: 31671 

WWW iwantthatbeautycourse.com .au/beauty 
1300 490 726 

10 /iwantthatbeautycourse 


Beauty & Hair Academy of Australia 

Ph. 1300 733 917 lnfo@beautyandhalracademY.com.au 

www.beautyandhairacademy.com.au 

Campuses: Thomastown, Geelong & Online 



SCRUB PLEASE 

Coffee Scrub that was created in a war zane. Scrub that is 
responsibly sourced, ethically created & never tested on animals 
(only people). Scrub that specifically targets cellulite, stretch 
marks & uneven skin tone. 

100% Handmade 100% Organic 100% Natural. 

t14.95 Free Shipping www.scrubplease.blgcartel.com 



SKIN 02 

Feed your lashes. 

See results in os little os 4-6 weeks. 

Shop now www.sklno2,com,aLi 




LIPSTICK REPUBLIC 


Lipstick Republic is Australia's 
Premier Cruelty Free Make-Up 
Stare. 

An cniine beauty mecca far 
gicbal brands with a unique 
cult fcllcwing. With brands 
such as Obsessive 
Compulsive Cosmetics, 
Nudestix, Sigma Beauty, 
BiteBeauty, Anastasia Beverly 
Hills, SauceBox, L.A. Girl, 
Jeffree Star Cosmetics and 
more. 

Lipstick Republic has quickly 
become Australia's home 
for the worlds hard to find 
beauty brands. 

So why not discover 
something new, explore 
and step into a unique world 
of online beauty delivered 
to your door. 


WWW . Ilpstic krepy bile .com .ou 
mi /LIPSTICKREPUBLIC 
X ©lipstickrepublic 
/LIpRepubllc 



To advertise please contact Amy Frear 1300 139 305 


Email; vogueclassifieds@newslifemedia.com.au 




lifestyle collection 



CLEMEHTtNE SLEEPWEAR 

High quality, luxurious sleepwear 
available in cotton, bamboo 
and silk. 

Available in store and online. 

www.Glementln0deslQn.conn.au 
Ph: 1800 336 153 



TANNER + TEAGUE 

Offering innovative cut, ccnstructicn and subtle colour. 

Each ccllecticn reveals sophisticated and edgy garments for 
design-oriented men and women, tanner + teogue's progressive 
designs are proudly made in Melbourne. 



EMILY 8c ROSE 

Emily & Rose create and design their own collections with a large 
range made here in Sydney and offer other labels you will love. 
Celebrating the opening of their newest boutique, Emily & Rose 
invites you to enjoy o new and exciting shcpping experience 
where custcmer service and making you look and feel good is 
o priority. 

Complimented by stylish fashion accessories Emily & Rose offer 
exceptional quality and great value and where there is ... 
"always something new". 

We invite you to visit one of our boutiques at Kellyville or Castle 
Hill or shop our collections online. 

www.emllYandro8e.com.au Si /EmllyandRose 


Shop online or visit the store at 287 Smith St. Fitzroy* 
Ph (03) 9417 5659 www.tann8randteague.com.au 



ZEBRANO I SIZES U* 

Designer collections, casual wear, essential clothing for 
everyday. Be first to view the new season collections - hove your 
selection delivered direct tc ycur dccr in Australia (gst free). 
View lookbooks, discover trends and shop online. 

w w w, zeb rano com .au 


Kelly vile Vilage: WMghts Rd. Kellyville NSW 2155 
Knlghlsbrldge Shopping Centre: Gilbert Rd.Castle Hill NSW 2154 


DEPT. OF FINERY 

Eounded on experience, 
collaboration and vision. Dept, 
of Einery fuses uncompromising 
quality with o unique craftsmanship 
to consistently define the balance 
between urban style and polished 
sophistication. Inspired by world 
travels, culture and people, each 
Dept, of Einery creation is designed 
for on independent and confident 
woman with o true appreciation 
for quality and style. 

www,deprflnerycom 
B /deptfinery 

S /deptfinery ® /deptfinery 





CAVALLA LEATHER 
COLLECTIONS 


w w w c a val la com a u 



NUNIE AND YU 

shop our extensive range of 
Paula Ryan online or call us! 
Our team of well informed and 
friendly staff are always ready 
to help you with our range of 
the best Australian and New 
Zealand brands. Eree Shipping 
in Australia. 

www.nunie.com.au 
02 6248 5353 
B /NunleandYu 
1 University Ave Canberra 


To advertise please aontaat Amy Erear 1300 139 305 


Email: voguealassifieds(0)newslifemedia. aom.au 
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Squared off 


Tom Ford s sandal of the 
SEASON is a home run in 
spliced-together textures, 
decadent shades and 
a towerine: block heel, 


Tom Ford shoes, 
$1,990, from Harrolds. 


WORDS: ALICE BIRRELL ART DIRECTION: DIJANA SAVOR 
STYLIST: PHILIPPA MORONEY PHOTOGRAPH: EDWARD URRUTIA 
ALL PRICES APPROXIMATE DETAILS LAST PAGES 




THE PRESTIGE COLLECTION 

Audi maintains a reputation for quality and luxury, and now a range of new Audi models are part 
of the Prestige collection. Available from Hertz city and airport locations in Sydney, Brisbane, 
Melbourne, Adelaide and Perth, for those occasions when compromise isn't an option. 

Book today for a ride you'll never forget. 

hertz.com.au 


UUUD 


Audi 

Vorsprung durch Tectinik 


Travelling at the Speed of Hertz"" 


Hertz. 




DAVID JONES 


\ 




